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And according to Arbitron's latest 
report, it is very clear that the 
television traffic trend continues 
to point ONE WAY- to Channel 7 



Jan.-Feb. 1961 



WABC-TV 17.3 
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Flagship Station ABC Television Network 
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SELL 

60,300 TV HOMES at less than 
$1.00 per 1,000 TV HOMES! 

Seven Cities & 13 Counties enjoy 
KMSO-TV's Fine Lineup of CBS, 
ABC & NBC Programming. 

• MISSOULA 
. BUTTE . HELENA 
. ANACONDA . DEER LODGE 
. HAMILTON . KALISPELL 

National Representatives 

THE BOLLING CO. 
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ORDER 
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Here's a "must" booklet for everyone in- 
volved in television. 

Get your own copy and one for everyone 
in your department. You'll be referring 
to its useful data all year round. 

Included are sections on the broad dimen- 
sions of tv; on audience viewing habits; 
on network trends; on advertising expendi- 
tures—network spot and local; on color 
tv and stations presently using color 
equipment. There's a brand new section 
too, this year, on the viewing habits of 
the summer television audience. 
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IN MADISON 




• Now in 1st place 6 p.m. to mid- 
night (Mon. thru Fri). WKOW- 
TV increased its share of audience 
by 32%. (ARB-Madison Metro — 
Nov. 1959; Nov. 1960). 

• In just 12 months the 2nd station 
lost 12% and the third station lost 
16% in share of audience. 

. WKOW-TV noon to 3 p.m. 
increased by 33%; and from 3 p.m. 
to 6 p.m. audience doubled. 

• 6 of the top 10 shows are on 
WKOW-TV. 

• The audience has switched to 
WKOW-TV! Now is the time for 
you to consider and reconsider. For 
1st place sales power switch your 
pitch to WKOW-TV. 



WKOW-TV 

and 10,000-watt WKOW-AM 



THE BOLUNC CO 



EIEH3 



iMhtcontiiu'iit Ifronilcaxtiny, Croup 

WKOV/-AM and TV Madison • KELOLAND TV and 




NEWSMAKER I 

of the week 



Intensification of national level sales activity by broadcast 
station groups is pointed up this week by the appointment of 
Don Qiiinn to the neiv post of director of national sales for 
KKO General, Inc., Xew York. This is in line uitli the trend 
for a growing number of station groups to set up national 
sales teams, or their own station representative companies. 

The newsmaker: If KKO General decides to set up its! 

own representative organization — and reports continue that thil| 
move is slill being seriously considered — Don Quirm would 1 
natural coordinator for such an amalgamation of station and 
resenlativc sales functions. 

lie's had experience in both fields, and this dual-edged sales backj 
mound is geared to meeting what KKO describes as his current reJ 
sponsihilit) "tin developnu nt of 
KKO General relations with na- 
tional radio and tv spot advertis- 
ers and with their advertising 



Don Quinti is 
in McGavien-Quin 
scntalive firm, one of the 
entries in the re]) field, ai 



partner 
cpre- 



held 



a variety of executive broad- 
posts since entering the busi- 



i 1<J US. 

Key among them: vice presi- 
dent and director of spot sales for 
NTA-TV: sales manager. ABC 
TV. Los Angeles: v 'tec president ami 
coin Delia r liadio Stations group. 

liepoiting dirccth to llathway Wats, 
broadcasting for the corporation, Qu: 




e president in charge of 
working also with nm 



ml station reps for the group's 15 broadcast 



properties. 

Four mouths ago the companv instigated a central sales unit he 
(]uaiteiing in New York with executive personnel coordinating saltw 
work with a national sales manager named for each of the KKO 
General propertic 

Four station representatives service these stations: KIIJ AM. T*| 
Los Angeles: W\AC. \M. TV. Boston: KFKG AM. TV. San Fral 
ciseo: WKKO F.M. Boston; WIIBQ AM. TV. Memphis; WCmJ 
Washington: WOK A.M. TV. I'M. New York: W11CT. llaitfor.f 
C.KLW AM. TV. Windsor. Out.. Can. 

Mr. Ouimi lives in New York Citv. He attended Scton Hall an|| 
Fordhnm I niversitv. and served with the \rmv \ir Corps dun'J 
World \\ at 1 1 as a pilot with the rank of major.' * 
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To an advertiser, 
the biggest minute 
is the one that 
clocks the biggest 
audience. In the 
average commercial 
minute, advertisers 
on the CBS Radio 
Network in I960 
reached 28 per cent 
more homes than 
on the next network, 
9 per cent more 
homes than on the 
other two networks 
combined. 1961 
promises an even 
bigger lead for CBS 
Radio, with its new 
program schedule- 



...the biggest minute* 



expanded news 
and information, 
more'specia! 
features, important 
personalities arrd 
entertainment. 
Whether you buy a 
saturation campaign 
or co-sponsor one 
five-minute show... 
minute for minute 
your advertising 
dollars buy the 
biggest audiences 
in all network 
radio on the CBS 
Radio Network. 



II network radio is the commercial minute on the CBS Radio Network 




39th St., East of Lexington Ave. 



NEW YORK 




Salon-size rooms • Terraces 




appointments, newly deco 


ated • 


New 21" color TV ■ FM radio 




controlled air conditioning 












Side, midtown area • A new 




of service. Prompt, pleasa 




obtrusive. 




Single S15 lo $22 Suilcs 





Robert Sarason, General Manager 
ORegon 9 3900 
Teletype NY-1-4295 





Tv's new hit show 

Jusl leeenlly 1 n ail where somebodv was giv- 
ing the President's pop, Joseph Kennedy, a hard 
lime, ohurgiug that the old man had bought Jack 
(he big job. Mr. Kennedy told the deriders of! 
<]uile strongly. If money could buy the Presi- 
dency, he said, many a richer man than he 
Would have purchased it. for himself or a fa- 
vored sou long ere Jack became the head man. 
\nd furthermore, said Mr. Kennedy. hislor\ will prove what a truly 
great man young Jack is. 

A> a man who voted for Nixon 1 waul to say here, now and en- 
thusiastically that 1 believe Pore Kennedy does not overstate the case 
foi his son one iota. I. as a \ery average American, believe that we 
as a nation are extremely lucky lo have Jack Kennedy in the White 
House in these tough and trying times. 1 am quite convinced thai 
he i-. one of the. most superior human beings 1 have ever witnessed 
in action, an) where, anytime. Winston Churchill i> the only man 
I'm willing to concede a> greater, and the venerable Englishman has 
many decades on young Jack. 

And 1 justify the use of SPONSOR space lo say this piece because a 
television program is primarily and basically responsible for my 
feelings about our new President. 1 refer of course lo the Presi- 
dent's own televised and broadcast press conferences, the sixth of 
which 1 have just witnessed. WUCA-TY, \15C"s Channel 1 had il 
on at 5 lo 5:30 Wednesday afternoon. March l\. and how Life el 
Riley on Channel 2. / Led Three Lires on 5. Mischief Makers on 9. 
Hozo the Clown on 11 or Time /or Adventure on 13 stood up against 
the President 1 doit* I know. 

Young Mr. Kennedy has the most incredible, capacity for dis- 
cussing extremely critical, vast and colossal domestic and iuler- 

-eiiousness with which he discusses relatively minute and insignifi- 
cant situations involving handsfnl of people and making the latter 
-eeni every bit as impoitaut as the former. Which in the long and 
humane view is ju^t the way it should be. 

All noteworthy 
Tor example, in his opening remarks the President covered suc- 
chu-lly and with great clarity the educational aid bills before the 
Cougiess and the difficulties we were encountering in Laos. But lie 
also told about steps which were being taken lo >ee thai approxi- 
malelv a thousand Indian and Kskimo children who were not going 
|„ M-hool and were inadeqnalelv housed be helped. \nd he told 
about a cooperative effoit which took place in Cm 
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about fifteen miles from our similarly nn.ne.l mn al ba.-e in -outheasl 
Culm In fight a polio outbreak. Three Cuban children, sai.l the 
esidenl. hail died, and ten more were stri.ken, and our lied Cross, 
r CiK.ntana.no l!a\ Naval liase personnel and the local GuanUi- 
iiiii City health authorities were pooling their elTorls to fight the 
outbreak. The President related this to our unpleasant current olli- 
cial relationship with the Cuban government, and mad.- the point 
that it indicated afresh that we had no argument with, no desire to 
do anything but help the Cohan people. 

Glib talker 

Von may cliide me for inexcusable naivete in my rapturous com- 
pits about the youthful head of the nation, and his exemplar} 
hehavior in his prepared remarks to the press, because it can indeed 
he presumed that the-e are carefully prepared and worked out in 
advance for effect as well as suhstance by some masterful public 
dations people, not the least of which is Pierre Salinger. But the 
resident's handling of the question and answer period plainly wins 
hini any plaudits 1 or am other commentator may care to give him 
f an incredibly superior mentality and personality. 
For here, with complete good grace, with unfailing charm and 
111 a truly awesome firsthand knowledge of a fantastically large 
umber of subjects the President talks unhaltingly about the land 
and its problems, tiny and tremendous. He tells one reporter that 
nt to try to get along with Communist China, but haw no 
intention of surrendering in order to do so. lie Mates for the 
group a most thoughtful and judicious position on the question of 
labor unions and other groups who are taking and threatening to 
take action against certain import* for foreign countries. 

When one reporter asks him about the Go\ernment plan to flood 
me third of the territory of the Seneca Indians in violation of a 
reaty George Washington made with the. Senecas. young Mr. fven- 
■d\ reminds the reporter that the Supreme Court has already 
ruled on that dilemma, and that be. the President, has no intention 
f fighting with the Supreme Court over the issue. 

He discusses at great and most patient length, the whole question 
f grants and loans to secondary non-publie schools, displaying a 
nowledge of the intimate detail- of virtually all the pertinent past 
nd proposed legislation in this area which might be expected of a 
nan who specialized in the subject. 

He touched lleetingh but meaningfully on the Peace Corps, and 
Jp» a reporter indicated an intention of reviving and belaboring 
lie story of the fliers released by the Russians, he said calmly but 

J '"1 believe the lliers discussed the entire matter very fully with the 
tress last week." End of subject. 

: One reporter said there had been a large amount of mail from 
American people concerning the Presidential Press Conferences, 
luch of this mail, he said, indicated the people felt the reporters 
're abusing the President and not showing him the proper rc-pect. 
■bung Jack Kennedy smiled, and said: "You subject me to some 
iuse. but there's no lack of respect." 

There can't be. .Not only do 1 think he's going to make one of 
or greatest presidents, as pop said, hut 1 think be - the best talker 
hit television since Jack Paar. ^ 
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Bright Spot 

FOR BUSINESS 



TALLAHASSEE • THOMASV1LLE 




FITS EXACTLY . . . 

WITHOUT DUPLICATING COV- 
ERAGE OF ANY OTHER MAJOR 
TELEVISION SERVICE . . . BLAIR 
TELEVISION ASSOCIATES CAN 
GIVE YOU THE FACTS! 

CBS AND TOP LOCAL PROGRAMING 

WCTV 

TALLAHASSEE 

o 



WTRF-TV SSSd 



-*8V ™ 

Vi^a John H. Phipps 
Broadcasting Station 



T. Ft Effi. ' 



WEST VIRGINIA 



WCCO Radio . . . 
one of the great stations 
of the nation! 





Look at any major market. Chances are you won't find any 
station that attracts both the overwhelming share of 
audience and degree of audience acceptance that WCCO Radio 
does in the Minneapolis-St. Paul market. 
Truly one of the great stations of the nation, WCCO Radio 
delivers far more listeners than all other Twin Cities stations 
combined! Its 62.1^ share of audience is the greatest 
ever recorded since Nielsen began measuring the market. 
Yet years of listening loyalty are a daily habit with 
1,022,610 radio families in a 114-county Basic Service Area. 

Add the welcome fact that WCCO Radio gives you 
the lowest cost per thousand — less than one-third the average 
of all other Minneapolis-St. Paul stations. 
Chart your sales story to top acceptance with WCCO Radio. 



RADIO 

Minneapolis • St. Paul 



w CBS RADIO ' 

Represented by ^h^^^^hbhhhbhhO, 

SPOTSAlES~ 
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Review, please, 
the latest survey 
of your choice: 



Timebuyers 
at work 



Nielsen (Louisville Metro 
Area, Nov.-Dec, 1960) 

Hooper (Oct-Dec, I960) 

PulSe (Louisville Metro 
Area, Nov., 1960) 

Trendex (Uuisviiie, Aug. 

24-28, 1959) 

Verifak (Louisville, Oct., 
1960) 

Conlan (Louisville, Nov., 
1960) 



Frank Hajek, Kcmon & Eckhardt Inc.. New York, urges reps to 
emphasize the qualities of a tv station's local shows through 
film clips and tapes. " "Similar programing' does not mean similar 
programs. YirtualK ever) station has its news, weather and sports 
show, its kid show and homemaking show, usuall) dependent upon 
local personalities. Some spot 
schedules, placed outside the prime 
time. rel\ heavily on the qualit) of 
such programs, 'it is usually diffi- 
cult for a buyer located in another 
city to evaluate the qualitative 
aspects of local programs from 
information generally a\ 



Iru 



I pro, 



tional piece* tell part of the : 
hut some station representatives, 
through the use of film clips and 
tapes, have brought home force- 
fully the attributes of outstanding local features. Bine 
times accused of relying solely on ratings. Frequently it is because 
the strong points of local program quality ha\e not been presented. 
W here reps aie not emphasizing these qualities, they are doing ad- 
vertisers, the buyers and themselves a disservice." 




Unbelievable 
unduplicated audience 
in the 

Louisville Metro Area 
belongs to WKLO* 
Need we say more? 



oliert o. 
a-itjiuni X co 

Other Air Trails Stations: 
WING, Dayton, 0. 
WCOL, Columbus, 0. 
WIZE, Springfield, 0. 
WEZE, Boston, Mass. 



Barbara Swedeen, North Ad' 
ABC T\ discriminating agains 
affiliates, the network is d, 
eak between 



devi 




i York, queries. "Win is 
<t the II) advertiser? hi their fight foi- 
ling a* bait to stations the -10-second 
nighttime programs. Tin* policy has 
rease the revenue to the stations. But 
what of the advertiser who is look- 
ing for maximum co\erage and 
frcqueno with a minimum budget. 

crease his effieiet 
t need longer e< 
ore determined that 
•si mean* of expend- 
or a major portion of bis 
on budget? Must he in- 
hi* budget, reduce his rl 
or lengthen hi* message in 
o gain cm crape of a mar- 
.cr'ed b\ ABC? If he can 
availabilities on \BC nflil 
mis to spend his iiionex. I think that 
. use II)'*. \BC and oi their affiliates 
on to allocating particular breaks for 
tituting a break rotation plan." 
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49th and 
Madison 



» the c 



( ongrntulations and thanks fur your 
truh fine column. I "Commercial 
Commentary" I "Magie in the air" 
which appeared in the 13 February 
issue of SPONSOR. 

I think you put jour finger on a 
point we in radio all too often for- 
get the "truh astonishing and mys- 
terious (|ualities" of our medium. 

We need. I think, to he reminded 
of this often, and to he prodded into 
doing something other than ranting 
and ra\ ing about numbers, ratings. 



Larry XI. Harding 
promotion manager 
WBT Radio 
Charlotte. X. C. 



I have just finished reading >our 
column in the 13 February issue of 
SPONSOR and I should like to say that 
vie heartily agree with your sugges- 
tions that radio's power and appeal 
he defined in terms other than num- 

Arthur Hull Hayes 
president 
CBS Radio 
Xew York. X. Y. 



I thought your column regarding the 
magic of radio was the greatest 
thing that has happened in a Ions 
while. 

By a strange coincidence we were 
working on a new trade press earn- 




WAVE -TV viewers have 
28.8% more TIRED FACES 

— and Ihey buy 2S.S% more cosmetics, 
toiletries and beauty aids in general! 



(WAVl 

TV 



That's because WAVE- TV has 28.8% more 
viewers, from sign-on to sign-oft, in any 
average week. Source: N.S.I., Dec, I960. 

CHANNEL 3 • MAXIMUM POWER 
NBC 

LOUISVILLE 

NBC SPOT SALES, National Representatives 



paign which is remarkably similar 
to >our thinking. The first ad had 
been prepared before your column 
appeared, but we have borrowed a 
few thoughts for our copy. The 
word '"magie," for example, will be 
used recurringly in each ad. 

The more I have thought about 
this, the more important I think it is 
and I am writing to NAB, RAB and 
Blair suggesting that we try to re- 
establish the glamour of radio by 
stressing the importance of the spok- 
en word, the building up of mental 
images, people-to-people communica- 
tions, etc. 

Ben Strouse 

president 

WWDC 

Washington, D. C. 



Thank you for your editorial ".Magic 
in the air." As one who daily meets 
these "dreary cliches." of which you 
speak, I am all for selling radio on 
the basis of the excitement you point 
out in your eolumn. 

My new John Frederick's off to 
you for this clear thinking and forth- j 
right examination of monotony in 
the medium! 
Jean Taylor 

supervisor, radio/tv production 
Young & Rubicam 
X. V. 



Your editorial, entitled "Magic in 
the air." was the best — the very best 
— 1 have read on that subject. 

It's about time those in the in- 
dustry stopped talking about radio 
in cliches and continued to recog- 
nize the e\er inci easing value of the 
medium. 

Edward Code! 
vice president 
The Katz A germ 
Xew York, X. Y. 



iu ha\e made a cogent 
ugh your remarkable ahil- 
to the heart of the matter 
it directly. Radio, as you 
•xciting and satisfying me- / 
* good to meet a man who 



•ognizes this fact. 



Allan Ludde.i 
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"More than $3,000 a iveek in billing — both announcement and 

program — dependent on one Ampex tape machine. That's a typical week here at Channel 5," 
says Fred Fletcher. "We've been in business with Videotape* for slightly over two years and our 
one machine shows 3,272 hours of use and service. .. Ninety percent of our political business 
last fall was on tape. I don't say we wouldn't have gotten it on a live basis, but it was easier, 
less costly, and much more convenient to candidates, having the busy grass roots schedules they 
do . . . Sure, we see every reason for getting a second machine — and we shall eventually, but we\ e 
done a phenomenal job with one for two years. There's no question about our choice of Ampex. 
They are TV tape recording, no doubt about it." • • • • To get an informative file of reports from 
your associate TV broadcasters showing how an Ampex VTR fits in as a basic, pay-its-own-way 
component of any complete TV facility, write to Ampex today. Department SF 






NEW YORK'S PRESTIGE INDEPENDENT 



Interpretation and commentary 
on moat significant tv/radio 
and marketing news of the week 
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No sooner does CBS TV put out one fire with its affiliates than it finds itself 
faced with the makings of another: namely, its new policy of relegating public af- 
fairs-news documentary series to 10:30-11 p.m. 

What's at stake here is a simple choice: since such programs are often weak in audience, 
who will take the ratings rap hardest, network or affiliate? 

Shall they go on early and possibly weaken network fare that follows — or at 10:30 p.m., 
possibly to jeopardize post-11 p.m. local shows? 

From the network viewpoint: competitively speaking it's not wise to slot a non-enter- 
tainment show at the tee-off base of a nighttime schedule. If the show garners a below 
average audience, says the network, it might be hard to overcome the audience leads of 
IVBC TV and ABC TV. The whole night may even prove a complete washout as a result. 

From the affiliates' viewpoint: an informal network show at 10:30 p.m. could threat- 
en one of the station's most valuable and most saleable properties — the 11 p.m. news. 
If this audience isn't protected by lead-in strength, as on Thursdays at 10:30-11 where CBS 
Reports reduces audience flow into local news — if this audience inheritance isn't protected 
— the local sponsor of the 11 p.m. news could in time, affiliates say, get so discontented as to 
cancel. 

The problem is seen as a conundrum: how can the ne^vork schedule this lesser rated 
fare while still protecting the best economic interests of both itself and its affiliates? 



P. Lorillard opens up daytime tv for Spring (Grey), scattering eight minutes a 
week in the ABC TV schedule. 

The menthol filter is first to try such a daytime women's campaign. 

But due to complications Spring won't go into Camouflage (Don Morrow does Luck- 
ies commercials), Number Please (R. J. Reynolds sponsors Bud Collyer's nighttime show), 
and American Bandstand (watched by too many teenagers). 



Radio news will push those new FHA mortgages. 

Robbins Associates (Metlis & Lebow) will use major-market radio news on WCBS, 
WINS, WQXR, WNBC, WABC, WVNJ, WMCA, WMGM, KDKA, WCAU, WGY, 
WHAM, WEEI, WCKR, and KMOX; and other Eastern markets are to be added. 



Mary Proctor appliances (Weiss & Geller) go into four NBC TV daytime shows 
for an eight week seasonal campaign starting 3 April. 

Participations in Price Is Right, Jan Murray, From These Roots, and Say When 

are timed for Mother's Day gift-buying and June weddings and anniversaries. 



Things have to be off-beat in the new drama trend: L&M (D-F-S) is to sponsor 
'Way Out, new half-hour tape drama series. 

David Susskind will produce the tape series in New York, airing 31 March at 9:30 p.m. 
Friday on CBS TV. 
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SPONSOR-SCOPE continued 



TV fashion shows are catching on with department stores ever since Mac™ 
tried it out in New York last March. 

TvB expects between 25 and 50 department stores to have tv fashion shows this spriA 
Among the first to latch on to the format this year: Hess's, Allentown, Pa., whose Eu- 
ropean haute couture fashions were video-taped and shown over Philadelphia's WFIL-TV 11 
March; and Montgomery Ward which also taped its feminine finery (through Dallas' WFAA- 
TV) and put on a 30-minute fashion parade in 15 major southwest markets as part of a 
major regional effort last week. 

Stores that had tv fashion shows last fall are these: Alexander's and Ohrbach's in 
New York, Meier & Frank in Portland, Ore., Gimbels in Milwaukee. Titche-Goettinger in dJ 
las, and Gladding's in Providence. 

Buitoni will use CBS TV's Captain Kangaroo to promote its new spinach mac- 
aroni, manufactured in the shape of a rival children's tv character, Popeye. 

Buitoni (Frank-Law) licensed the newspaper-and-tv cartoon Popeye character from King 
Features Syndicate — who also have new cartoons of the character in film syndication. I 

Commercial use of classical fm stations, once a rarity, no longer surprises 
anyone. 

Talman Federal Savings, for instance, is beginning its fifth year as early morning 
sponsor on WFMT, Chicago. 

Fm "networks" have also been mushrooming: when QXR network signed KRBE- 
TV, Houston, this week it added its 35th fm classical music affiliate. There are, in- 
cidentally, two QXR networks: the Boston to Washington group connected by radio 
relay from New York, established in 1958, and 15 more unconnected stations in the mid- 
west, far west and southwest, all added since then. 

Add one more if you're keeping score of daytime games for fall: Seven Keys 
on ABC TV at 2:30 p.m. starting 3 April. 

The program format, host Jack Narz and all, comes from a local show seen on independent 
KTLA, Los Angeles, since last September. 

KTTV, Los Angeles, will resume a promotion using words writ on water. 

An unusual advertising exchange with Arrowhead spring water and Puritas distilled 
water — tried four years ago — will provide KTTV promos on the labels of 5-gallon bottles de- 
livered into 150,000 Southern California homes. 

TvB's touring sales clinic this year is headed for 18 cities and will run through 
May and June. 

The emphasis will be on local selling. 

There's a school of agency people who think that the radio industry could per- 
form a highly self-remunerative service if it financed a master cross-section study of 
t Ik* radio audience which could he applied to any of the ratings. 

The cross-section would show the average community's radio listening in depth, 
such as the ratio of home, car and other place tnnc-in — and how much of this derives 
from women, men and teenagers. 

The base would he scientifically composed and could Ihj applied generally within a rea 
sonablc margin of error. 

hi that way, say the proponents of the study, the huyer could not only assess ratings 
intelligently hut have a realistic insight of the radio audience as it is constituted 
today. 
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SPONSOR-SCOPE continued 



CBS TV is gradually whittling down affiliate holdouts to its minute selling plan 
for the weekday 10 to noon span. 

The stations in major markets refusing to take any of the two-hour programing are clown 
to four. The markets: Syracuse, Birmingham, Coliinihns and Toledo. 

Several other stations have limited themselves to taking an hour of the two. 



A sombre communique for the makers of com hoy paraphenalia and breeders of 
horseflesh : 

Of the S2 million that ABC TV has appropriated for pilots to he available for the 19fi2-63 
season not a dollar will involve westerns. 

In other words, the network plans to continue on its present kick of comedy, crime 
chasing with handsome people as the chasers, and sundry global adventure fare. 

Come the fall ABC will have but two hours of westerns as against 5^ hours on NBC 
and 5 hours on CBS. 

Since the CBS and NBC schedules arcn"t fully cemented, there's no telling bow much 
comedv thev'll each have against ABC TV's already scheduled 12 half-hour shows. 



Network program packagers were scratching their heads this week over an ap- 
parent hill in buying despite the fact their season is far from over. 

The lull may have been just coincidence but some insiders thought the first rush was 
over and that a transition to late season selling was just beginning. 

Admen who have scanned the tentative fall program schedules of the tv net- 
works seem to be particularly struck by this: how closely the pattern of programing 
hews to competition with each successive season. 

They point out that most conspicuous of all arc the carbon-copyings of the adventures 
and whodonits that have clicked on ABC TV — and the addition of still more versions 
of other formulas that caught the viewer fancy over the seasons. 

To reprise, it's much like Hollywood pictures in their heyday; then too a boxoffiee 
bullseye generally set off a chain reaction of imitation from studio to studio. 



Sports and music are still there among the network durables. 

Wilson sporting goods ( Campbcll-Mithun I and Kemper insurance ( Frank i xvillco- 
sposor two golf tournaments on NBC TV. whils American Express (B&Bl and Travelers 
Insurance (Y&R) will share a golf show on CBS TV. 

In the music department 1\ Ballantine and K. J. Reynolds (both F.-t\ I will sponsor 
Mitch Miller on NBC TV and Massey-Fergnson I NUB) Five Star Jubilee ..u NBC TV. 

It looks as though NBC will be tiie first V. S. broadcaster villi three-way cov- 
erage of Latin American news via on-the-spot news bureaus. 

On 1 April NBC opens news office* in Rio de Janeiro and Buenos Aires: there's al- 
ready a branch in Havana. 

Amain difference between Russian and U. S. tv is its use to sell nevs and propa- 
ganda instead of entertainment and soap. 

There are already 91 stations in the F.S.S.R.. and 1 million sets and the goal is .10 
more stations and 25 million more sets by 196,">. 

Russian programing is heavy on news, art and public affairs, education and docu- 
mentaries, and there are quite a few movies and children's programs, reports N'ewswcck. 

Co-sponsorship and participations aren't Russian tv problems: programs have but a 
single sponsor, the government. 
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SPONSOR-SCOPE continued 



Look for the manufacturers of synthetics, like textiles, fihres, plastic resin and! 
film sheets, to be amenable to pitches from outside agencies. 

Their motivation: a search for sharper product identity, which the restive tribe think 
they can get through a different agency. 

The background: since the war there has been a plethora of synthetics with different 
names and it now turns out that neither the producers nor the consumers can identify 
one from the other, or if they do, it's not easy for them to associate the name with the 
manufacturer. 

As one agency marketingman put it: These manufacturers have beeoine the vic- 
tims of their own oversinartness and drive to capture a maximum share of the mar- 
ket. Instead of using a welter of names, they might have attached a letter or serial number 
to their corporate names for each product. 



Textile marketing experts, incidentally, note that there will be rich opportu- 
nity opening up in their field for advertising media in the next year or two. 

It'll be due, they say to a new wave of basic changes in wearing apparel fashion! 
for both men and women. 



An observation made by a Chicago ageneyman last week may tickle your sense 
of the incongruous. 

To make it more specific it was the head of a research department, who said he couldn't 
figure out why advertisers and agencies will not run the same full page ad in print' 
more than onee in a publication, but will keep hammering away at the same old 
commercials over the same tv and radio stations, sometimes for more than a year. 

His concluding query: If repetition is effective with air media, why hasn't it been for 
print? 

The Spiegel mailorder bouse is experimenting with a chain idea that could turn 
out to be the next revolution in drug retailing. 

The Spiegel plan: issue four-color catalogs of drugs and cosmetics at reduced 
prices and invite prospective customers to place their orders via a chain of hole-! 
in-the-wall stores. 

These stores would not dispense merchandise but merely take the order and money. 
Possible supplement: offering a line of credit which obviously would serve as a 
hard-to-meet angle for the discount houses. 



The National Better Bnsiiicss Bureau may look at the whole thing with jaun- 
diced eye but you'll be seeing in the near future advertising about the beneficial 
effects of the uegative ion. 

The theory as propounded by some in the medical profession is that airborne ions have 
harmful and beneficial effects, with the negative kind seeming to relieve certain ail- 
ments and raise the spirits. 

Target of the NBBB's scorn: the salesmen who've been peddling ions door-to-door *4 
their antecedents did with diathermy machines. 

But where Mgtime advertising is expected to take foothold in this negtive ion development 
products designed and engineered for central air-eonditioning systems. 



For other news coverage in this issue: see Newsmaker of the Week, page 6;J 
Spot Buys, page 51; Sponsor-Week Wrap-Up, page 58; Washington Week, page 63; SPONSOR' 
Hears, page 66; Tv and Radio Newsmakers, page 71; and Film-Scope, page 64. 
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^KE A GOOD 
LOOK 

THE NASHVILLE MARKET 



After you've looked at Marilyn King of WSM - TV's Jf Khigs 



th 



IT V Homes — 372,800 



th 



Fetail Sales — $1,769,149,000.00 



th 



fiBCtive Buying Income— $2,458,273,000 



The first prize was a Duroc gilt 



{not to be confused with our Gold Pork Chop award) 



Swine, no cuss word in Eastern Iowa, can 
be beautiful, if you know where to 
look. Stuffed with corn, symbolically wear- 
ing an apple presaging future feasts, a hog, 
considered moola-wise, is money on the 
hoof, or bankable bacon. 

Porcine aesthetics are understood in 
Iowa, producer of some 22% of the nation's 
hog income. For five years now, WMT- 
TV's annual Swine Judging Contest has 
stimulated lively interest (649 entries this 
year) . It's no place for Revlon, but spon- 
sors like Wilson and Company, and the 
J. I. Case farm implement dealers, find it 
better than an Atlantic City beauty con- 
test. 

Should any New York City television sta- 
tions want our secret, here's the oink-tested 
formula: Truck twelve hogs to your studios. 
Rev up the videotape and shoot the pork- 
ers front, side and back. Interview them, 
being careful to avoid conversational gam- 
bits that lead to discussion of future plans, 
and football. Safe subjects are diet, farm 
size, and number of tractors in the family. 
Store the tapes for subsequent use, after 
the oinks arc cleared away, as segments on 
your weekday noontime farm show. En- 
courage would-be contestants to write for 
judging blanks. Play back the taped seg- 
ments in a specified week. Ask the con- 
testants to place, grade and estimate back- 
fat thickness of each hog, four hogs to a 
class. Let your farm staff tabulate the en- 
tries and pick the winner. 

This year (the third year in a row) a 
lady won first prize. We suspect the reason 



for such distaff accuracy is training acquired 
from years of keeping an eye on the butcher. 

Well, that's about the story, except for 
the admonition in the sub-head. Each 
spring, the WMT Stations also present a 
Gold Pork Chop plaque (made from a 
cast of a frozen chop from the champion 
carcass) to the winner of the Iowa State 
Spring Market Hog Show Quality Pork 
Contest. How'd you like to have one of 
those over your mantel? 

WMT-TV . CBS Television for Eastern 
Iowa Cedar Rapids — Waterloo 
National Representatives, The Katz Agency 
Affiliated with WMT Radio; K-WMT, 
Fort Dodge; WEBC, Duluth. 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



20 March 1961 



SPONSOR-WEEK 



Lever's tv problem: how to develop better commercials 
Budweiser sets $12 million ad budget, briefs reps on junket 
All-family audience is aim of Ideal Toy's $2 million for tv 



L&M DROPS $10 MILLION FROM ABC TV 



There was still no comment at SPONSOR-WEEK dead- 
line from ABC TV about its shift of three Liggett & 
Myers' shows out of prime time slots and the client's 
resulting cancellation of $10 million worth of business. 
| L&M, through McCann-Erickson, on Monday can- 
celled its options (up this week) on "Adventures in 
Paradise," "Asphalt Jungle" and "The Untouchables" 
because the network moved all three back from the 
9:30-10:30 p.m. slot to 10-11 for the fall schedule. 
I ABC TV, declining official comment, noted only that 
l"within 24 hours $8.5 million of the $10 million involved 
[had been sold," with sale of the remaining time ex- 
pected "momentarily." Sale is believed to involve ver- 
Ibal commitments rather than dotted-line buys. 
I McCann's programing people take the position that 
I the network— despite months of negotiation about time 
Ishifts for the shows— pre-empted its three Class A peri- 
,ods for other advertisers. 

Agency and client are immersed in program prob- 
lems. Among them: 

| • They think they got short shrift because the new 
■10-11 slot, by and large, isn't doing too well throughout 
■the week, with two of the shows ("Make That Spare" 
Pon Saturday and "Take a Good Look" on Thursday 
'going off, with the Tuesday slot open for local station 

use and with Friday's "Law and Mr. Jones" running 

indefinitely). 

I • L&M's "The Rebel," aired on ABC TV Sundays, 9- 
9:30, is still looking for a time slot for fall, with the issue 
[unresolved. 

I • L&M is up in the air trying not only to find three 
'new properties and prime time slots but also attempt- 
ing to balance the new efforts with other properties: 



its 7 April start of "Twilight Zone" Friday on CBS TV 
from 10-10:30, "Gunsmoke" 10 to 10:30 on Saturdays on 
CBS TV, and acquisition of "Way Out" (replacing Jackie 
Gleason) 24 March on CBS TV Fridays, 9:30-10 p.m. 

• Further water-muddying came Tuesday as one of 
the national wire services carried a story that "The 
Untouchables" had been cancelled by L&M because of 
propaganda action and picketing which has been car- 
ried on by an Italian-American group in New York over 
the past few months. 

ABC TV president Ollie Treyz flatly denied other ru- 
mors that "Untouchables" would be off the air next fall. 
He said "It will definitely be back and is 100% sold out" 
to three sponsors through September, 1962 (L&M had 
the equivalent of 50% sponsorship). 

Two fall program possibilities for Liggett: expan- 
sion of "Gunsmoke" to an hour, which locks L&M into 
a longer time span, and the new co-production of Desilu 
and McCann, "Counter-Intelligence Corps." 

All told, L&M spends about $20 million on net tv 
programing, including special sports shows from time to 
time. L&M and Chesterfield cigarettes get biggest play. 



New wrinkle : 


movies on radio 




Hawaii, the la>t 


tate. is the fust one t 


o discover 


movies ran In- aire 


d on radio. KOKL. 


Honolulu, 


gave what it term* 


an "aural thrill" to 1 


s teners b\ 


p1a\hi{! the sound t 


rack from ••The Africa 


n Queen." 


Manager Hal Davi 


s say* "the audience 


loved if 


and he'll schedule 


other film- which ha 


\e "sound 


tracks conducive to 


good listening." 
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GOOD GRIEF! 

Our Farm Director's in his Cups! 
. . .and nowa Double Shot* 

Nothing bores us more than a Station that overplays the "Ain't 
We Wunderful" stuff. But our Farm Department really does 
win a flock of National and Regional Awards. Example: Here 
in the State of Wisconsin, during the past four years, our three 
Farm Service men have won 7 of the 8 trophies presented for 
Outstanding Service to Agriculture. 

♦Two more Awards (not shown) just came in! 
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Are you a typical adman or gal? 

Wvertising I-ederntion of America drevN a pro- 
file of its members, came up with ;i clean-cut and 
dull image which mouIiI disappoint lay readers of 
the popular pies* and novels. 

clmrch. take keen interest in business, cultural, 

worthwhile citizens.'" 

Among the facts: l!2', are men. 87',. married: 
90^ attended college: -J.V, have three or more 
kids: 56'V live in suburbs. 97', in houses: 92% 
belong to at least one business or eh ic group. 



LEVER'S NO. 1 TV CONCERN: 
QUALITY SELLING MESSAGES 

Lever Bros.' tv philosophy, summed up this week in 
its annual report, follows the song line "It ain't what you 
do, it's how you do it." 

Lever's 16 tv shows, five nighttime, reach "more than 
120 million viewers each week." But Lever's concern is 
mow tv reaches and sells viewers and with, therefore, 
the "quality and effectiveness" of commercials. 
I The report to stockholders notes: "To be heard and 
■to be remembered under today's advertising conditions 
i requires very skillful work in copy. What was once 
[serviceable has become of little value. What was once 
outstanding has become fairly ordinary. 
| "To produce messages effective in today's climate, 
which get the interest of the consumer and leave her 
[■with a memorable and compelling idea, will require in- 
creasing skill" by marketers and admen. 
I Lever's current nighttime schedule includes "Jack 
.Benny," "The Price Is Right," "Candid Camera," "Check- 
mate" and "Have Gun, Will Travel," billed through four 
agencies. 

Its network gross time billings last year were $28.6 
million, with an additional $16.5 million spent on spot tv 
^Television Bureau of Advertising figures) for a total of 
($45.1 million. 

J Lever reported a decline in sales as well as net profits 
even though each was second largest in the company's 
recent history. 

( Reasons for the slack: "heavy initial expense of new 
■ products still in test markets or in the very early stages 
! of expansion" (16 new products were test-marketed last 

/ear), mounting competition, and "spotty effect of less 

favorable economic conditions." 
I Net profit dropped from $15.2 million to $11.4 million, 

sales from a record high of $409.6 million to $388.6 
ITiillion. 



two-thirds of this 



IDEAL TO SPEND $2 MILLION IN 
FALL TV EFFORT FOR ALL-FAMILY 

All-out tv drive to reach the family and not merely 
the kiddies is in the works at Ideal Toy Co., New York, 
which last week announced a $3 million ad budget for 
the fall pre-Christmas sales season. 

Melvin Helitzer, ad manager, says two-thirds of this 
sum is budgeted for tv, about 
double that of last year and 
"probably the biggest ad budg- 
et in the toy industry, despite 
the way our competitors throw 
figures around!" 

Innovation will be strong ap- 
peal for an all-family audience 
in three network shows, one 
now on the air and two new. Melvin Helitzer 

Supplementing this, Helitzer said, will be a concen- 
trated spot schedule on kids' shows in the top 40 mar- 
kets and a series of three to five spectaculars themed 
to children but— again— designed to attract an all-fam- 
ily audience. 

Specials will be slotted from 5 to 7 p.m. during the 
week or at nighttime on the weekend. Only one special 
has been set, the seventh consecutive year of sponsor- 
ship of the Thanksgiving Day Parade in New York. 
Others considered: a folk-singing theme with Burl Ives, 
comedy with Burgess Meredith, theatrical motif with 
Jose Ferrer. Innovation: new commercials (eight) are 
being shot in color, with only two holdovers from last 
year in black and white. 

At opening of current Toy Fair, Edward Parker, presi- 
dent of the Toy Mfgrs. of the U. S., said the industry 
had not been consulted about a toy tv advertising code 
proposed by the National Assn. of Broadcasters' Code 
Office and which is slated to be submitted for approval 
to the Tv Code Review Board. 



FTC ORDERS COLGATE TO 
HALT DENTAL CREME COPY 

Colgate-Palmolive, New York, was ordered by Federal 
Trade Commission last Thursday to "halt false claims" 
that its "'Colgate Dental Creme with Gardol' complete- 
ly protects users against tooth decay and development 
of cavities." 

FTC ruled in order 7660 that Colgate advertising has 
misrepresented "that the dental creme affords such 
complete protection by forming a 'protective shield' 
around teeth." 

Opinion cited several specific tv commercials on this 
theme, mentioned print copy as well. Audio portion in 
tv as well as "visual innuendo" were factors in opinion 
of Com. William C. Kern. 
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BUT.** People Cost Only Pennies Per Thousand 

On WKZO Radio For Kalamazoo -Battle Creed 
And Greater Western Michigan! 



7-COUNTY PULSE REPORT 


KALAMAZOO-BATTLE 


CREEK 


AREA — JULY, 1960 


SHARE OF AUDI 


NCE — MONDAY-FRIDAY 




WKZO 




Station "C" 


6 A.M. - 12 NOON 


29 


1 9 


9 


12 NOON -6 P.M. 


28 


17 


6 


6 P.M. - 12 MIDNIGHT 


32 


17 


8 



For only a few cents per thousand, WKZO Radio sends 
your announcements to the largest radio audience offerecB 
by any station in Kalamazoo-Hat tie Creek and Greater 
Western Michigan. 

WKZO walloped all competition by landing the No. 1 
position in all 360 quarter hours surveyed, 6 a.m.- 
Midnight, Monday through Friday, in the latest Pulse 
Report (see left). " 

And when you're selecting radio markets, remember 
that Kalamazoo alone is expected to outgrow all other 
F.S. cities in personal income and retail sales between now 

and 1965. (Source: Soles Management Sunt). July «, !9(>0.) 

Talk to Avery-Knoclel soon about WKZO Radio! 




WKZO-TV— GRAND RAPIDS-KAUMAZOO 
WKZO RADIO — KALAMAZ0O-IATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KAUMAZOO 
WWTV — CADILUC-TRA VERSE CITY 
KOLN-TV — LINCOLN, .NEIRASKA 



WKZO 

CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 

AveryKnodel, Inc., Exclusive Notional Represen/o/iVei 
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Gov. Collins urges decline in violence 
pn tv, more sponsored quality shows 

I Forceful urging of a cutdown on tv violence and a 
Spurring of sponsored network public service program- 
ing themed the speech of NAB President LeRoy Collins 
before the Radio Television Executives Society in New 
'ork Wednesday. 
Collins, concerned with public as well as industry 
riticism of tv in recent months, called for two actions: 
J. "A more concerted effort at all levels to eliminate 
[he employment of excessive violence" with develop- 
ment of "a workable set of guidelines"; 

2. An increase and improvement in the amount "of 
/ery high level programing in prime time" with the three 
networks airing a suggested six hours weekly. 
On the latter point, Collins called for a two-fold effort 
bf (1) gaining sponsors for such shows and (2) lining up 
affiliates so programing is made available to viewers 
during prime evening times. 

I (NBC late Wednesday reported it has "committed" to 
Its prime time schedule for fall two hours of programs, 
tuch as described by Gov. Collins, "over and above a 
[arge volume of continuing programs in the informa- 
tional and cultural fields.") 

I Collins also called on admen— agency and client ex- 
ecutives— to cooperate in an all-out effort to improve 
radio and tv. They "move goods and services more ef- 
fectively than any media known to man" but, more, they 
I'move the hearts and minds of people." 
I He asked admen to "place your force and influence 
nn the side of quality and integrity," suggesting they 
lupport "our codes by doing business with those who 
idhere to them." 
Collins, who's prompted considerable controversy be- 
ause of firm stands taken since his appointment to the 
MAB presidency, noted that before he assumed this 
post he told association leaders they should "look in 
ther places if they wanted someone to preside as a 
:aretaker of the status quo seeking to keep everybody 
iappy by stroking the fur of the right people in the 
ight direction." 



biggest 4th quarter net tv spenders 

Procter & Gamble, with gross time billings of $11.9 
nillion, headed the list of fourth quarter network in- 
sstors last year, Television Bureau of Advertising re- 
)rts today. 

Next four include American Home Products with $8.5 
Inillion; General Motors, $8.4; Lever Bros., $5.8; General 
Wills, $5.7 million. 

Four top brand spenders were Anacin, $2.8 million; 
Vinston, $2; Salem, $1.6; and L&M Filter Tips, $1.5 
I nillion. 



BUDWEISER HOSTS MEDIA REPS, 
SETS $12 MILLION AD BUDGET 

(St. Petersburg) New tactic in cementing media and 
marketing plans took place last week as D'Arcy agency 
and Anheuser-Busch, both St. Louis, flew 83 media reps 
to St. Petersburg for a four-day briefing session on the 
client's upcoming ad year. 

In the group were 36 broadcast reps invited to par- 
ticipate in market briefing be- ■ 
fore Budweiser's biggest an- 

nual sales push, the pick-a- * ^ a, 

pair promotion from May ' 
through July. 

Bud's annual budget for the 
next year is SPONSOR-esti- 
mated to be 12% ahead of 
1960 for a total of more than 
$12 million, of which 40% will Ra * Krin * s 

go to air. Campaign will include 610 radio stations 
and 304 tv outlets. 

Client and agency executives hosted reps for com- 
bination business-pleasure session. Hosts included 
Harry Renfro and Jack Macheca, D'Arcy vice presidents, 
and Ray Krings, ad manager of Anheuser-Busch. 

Move is unique for its progressive approach to detail- 
ing specific market plans to media men and thus maxi- 
mizing the value of the media buy. Agency and client 
execs concentrated on briefing, with no actual buying. 




N. Y. State legislators may consider 
proposed air ratings rules this week 

New York State legislation which would penalize the 
use of raw ratings figures without full documentation 
is scheduled to be brought to the Assembly floor this 
week in Albany. 

Original legislation was introduced by Rep. Bruce 
Manley, Republican from Fredonia, N. Y., whose office 
told SPONSOR-WEEK the bill is expected to come to a 
vote this week after being reported out of committee 
10 days ago. 

Proposed legislation would require stations, networks 
and other advertising-involved groups to meet certain 
stipulations in using ratings figures for the purpose of 
promotion or sales. 

Stipulations, cause for misdemeanor charge if not 
complied with, would include details as to how the 
ratings figures were determined with specific data as 
to how they were collected. 

Outbreak of pro and con arguments is expected in 
Albany, the state capital, if measure is ever brought to 
the Assembly floor for open debate. Proposal involves 
only broadcast media, not print measurements. 



More SPONSOR-WEEK continued on page 58 



May we present 
Florence? 



Meeting Florence can" be an exhilarating experience — for 
your clients' television marketing problems, of course. 
Heart of an agricultural-industrial area encompassing 

33 counties, Florence is a single-station 
market (the fifth largest in the nation) with multiple 
attractions, not the least of which is 



WBTW 




Florence, South Carolina 

Channel 8 • Maximum power • Maximum value 
Represented nationally by CBS TV Spot Sales 



A Jefferson Standard Station affiliated withj 
WBT and WBTV, Charlotte 



tfal 
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IEW SPONSORSHIP PATTERNS IN '61 



agencies, sponsors are re-evaluating their major league buys 
in the face of higher costs, lower ratings, changing habits 



[Televis.cd ba>eball. in the citie, of the old otal.- 
phed club.-, i* 1 u^inj; it> kingdom to a hor-e — and 

golf eour>e. a boat ha -in, and patche* of green 
hat don't have an infield >kin. In the new and 
lewer cities, the score i> reversed. 

The new alignments and new altitude* have 
purred, despite Mime denial- in the trade pre-s. 

re-eva hint ion of major league ba.-eball buying 
mong >e\eral of its leading agencies and >poiiMii> 
ii the past few weeks. 



The problem i> not "whether" to bu 
much?" True, attendance wa> up in 
ballpark-, but in the citie- of the old, 
tendance wa- down in front of the tel 
True, mo.-t of the 1960 ad\eiti-er- rei 
but the\ tended to take a -mailer percc 
total radio/t\ package. 

With the American of the "60% 
"participator" again, after the ".-peel 
that followed World War II. -pon-or- 



\. but "how 
all but five 
■r team- at- 
c\i>ion -et>. 
icwed earh. 
utage of the 



;itor yea 
-except i 
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Enlarged league, more sponsors, bigger team webs, higher 



TELEVISION RADIO 



TEAM 


STATION 


SPONSORS 


STATION 


BALTIMORE ORIOLES 


WJZ-TV 

(Feeds 4 stas.) 
50 games 


1 2 Hamm Brewing* (Campbell-M); 
1 2 P. Lorillard (L&N) 


WBAL 

(Feeds 6 state network) 
All games 


BOSTON RED SOX 


WHDH-TV* 

(Feeds 5 stas.) 
56 games 


1 3 Narragansett Brew. (DCS&S); 
1 3 Atlantic Refining (Ayer); 
1 3 American Tobacco (BBD0) 


WHDH* 

(Feeds 44 New 
England stas.) 
All games 


CHICAGO WHITE SOX 


WGN-TV* 

Home days in color; 
15 niqht in b&w 


1 2 Hamm Brewing (Campbell-M.); 
1 4 R. J. Reynolds (Esty); 


WCFL* 

(Feeds 60+ stas.) 


CLEVELAND INDIANS 


WJY-TV 


13 Carling Brewing* (Lang, F,&S); 
1 3 Standard Oil-Ohio (McC-E); 
1 3 American Tobacco (BBD0) 


WERE-AM-FM* 

(Feeds 35 stas.) 
All games 


DETROIT TIGERS 


WJBK-TV 

(Feeds 9 stas.) 
41 games 


1 3 Stroh Brew.* (Zimmer, K&C); 
1 3 Speedway Petrol. (Doner); 
1 3 American Tobacco 


WKMH, 

DEARBORN 
(Feeds 50 stas.; inc. 
WJR-night, WWJ-day) | 


KANSAS CITY ATHLETICS 


WDAF-TV 

About 30 games 


1 2 Schlitz Brew.* (Majestic); 
1 2 open 


WDAF 

(Feeds 6 stas.) 
All games 


LOS ANGELES ANGELS 


KHJ-TV* 

20 regular games, 
6 exhibitions 


Brown^&'w'm's^r'^Batesh S |' 3 1 1. 
Cal. Chevy D'l'rs (Eisaman, J&L) 


KMPC* 

(Feeds 22 cities) J 


IVLUMIMCovJ 1 H IVVIIMO 


WTCN* 

50 games 


Hamm Brewing (Campbell-M.), 100% 


wcco* 

(Feeds 7 state network) 1 


NEW YORK YANKEES 


WPIX 

81 home, 48 away, 
4 exhibition 


1 2 P. Ballantine* (Esty); 
1 2 R. J. Reynolds (Esty) 


WCBS-AM-FIU 1 

(Feeds 40 stas.) \ 
All games 


WASHINGTON SENATORS 


WTOP-TV* 

(Feeds pe.iding) 
30 games 


1 3 P. Ballantine (Esty); 
1 3 R. J. Reynolds (Esty); 
1 3 open 


WTOP-AIU-FM* 

(Feeds pending) 
All games 



CHICAGO CUBS 



1 -4 Hamm Brewing (Campbell-M.); 
1 4 R. J. Reynolds (Esty); 
1 2 open 



z: 
o 

< 
z 



CINCINNATI REDLEGS 


WLW-T 

(Feeds 4 stas.) 
All games in color 


1 2 Hudepohl Brew.* (Stockton-W- 
B); 1 '3 Standard Oil-Ohio (McC-E); 
1 6 Colgate-Palmolive (Bates) 


WKKC 

(Feeds 50+ stas.) I 
All games 


LOS ANGELES DODGERS 


KTTV 

1 1 vs. Giants 


1 2 Union Oil* (Y&R); 

1 2 American Tobacco* (Gumbinner) 


KFI 

(Feeds 16 stas.) | 
All games 


MILWAUKEE BRAVES 


<N« 


k-levision) 


WEJIP* 

(Feeds 42 stas.) 
All games 


PHILADELPHIA PHILLIES 


WFIL-TV 

(Feeds 2 stas.) 
20 home, 35 away 


1 4 Atlantic Refining* (Ayer); 
1 4 P. Ballantine & Son (Esty); 
1 4 Bayuk Cigars (Wermen & S); 
1 4 Tasty Baking (Aitkin-K) 


WFIL 

(Feeds 20+ stas.) | 
All games 


PITTSBURGH PIRATES 


KDKA-TV 

(Feeds 8 stas.) 
30-35 road games 


1 3 Atlantic Refining* (Ayer); 
1 3 Pittsburgh Brewing (JWT); 
1 3 Ford Dealers (K.McL.&G) 


KDKA 

(Feeds 30-35 stas.) 1 
All games 


ST. LOUIS CARDINALS 


KPLK-TY 

40 road games 


Busch Bavarian Beer* 
100% (Gardner) 


KiMOX I 

(Feeds 60 stas.) 
All games 


SAN FRANCISCO GIANTS 


KTVU* 

1 1 vs. Dodgers 


Falstatf Brewing (D-F-S) 100% 


KSFO* 

(Feeds 10 stas.) 
All games 



prices highlight 1961 radio/tv 




RADIO 



SPONSORS COMBINED RIGHTS 



2 3 12 local participators 


$100,000 


Same as tv 


$125,000 


nance (Best); 1 4 Budweiser (D'Arcy); 1 4 
Amer. Tobacco (Gumbinner) 


$700,000 


1 2 Carling Brewing (Lang, F&S); 
1 4 Society Nat'l Bank; 
1 4 Richman Bros. 


$450,000 




$600,000 


Schhtz Brew. (Majestic)* 100% 


$100,000 


1 3 Falstatf Brewing (D-F-S); 
1 3 Brown & W'm'son (Bates); 
1 3 J. A. Folger (FR.C&H) 


$750,000 


Same as tv 


$550,000 


Same as tv* 


$900,000 


4 9 P. Ballantine (Esty); 

5 9 12 local participators 


$300,000 


1 3 Heileman's Beer (McCann-E.); 
1 3 Oak Park Fed. Svgs. (Connor) 


$500,000 


Burger Brewing" (Midland) 100% 


$480,000 




$1,000,000 


3 Miller Brewing (Mathisson); 

3 Clark Oil (Tatham Laird); 

3 American Tobacco (Gumbinner) 


$700,000 


qual share— rotate three to a game 


$500,000 




$500,000 


ame as tv" 


$100,000 


3 Falstatf Brewing (D-F-S); 

3 J. A. Folger (FR.C&H); 

3 American Tobacco (Gumbinner) 


$750,000 




• The price- arc up but tin- rat- 
ings are down, 

. Tin- dauiuie xiewer i- phning 
more golf, boating, hilling the oul- 
iloor trail: the nighttime \iewer is 
going out lo tin- Hotter-, or harbe- 
cuing sleak> and ^\willin:i Hi.-- in his 
hack janl. 

• Botli the da\time and nighttime 
\w%vr haxe more programing from 
other channels from which to choose. 

. Interest in other spoil- has 
grown among \iewei> basketball, 
pro and college: foothall. pro and 
eolh-e: hockex : how line: e\eu sor. 
cer and jai-alni are axailaWe on tele- 

• Vir time and production co-t- 
lia\f rm-n. 

Faced uith the realilie- of price 
and ratings, mo-t a.heiti-er- la- the 
chart at the left illu-lrate- 1 ha\e 
abandoned dual-pou-oi -hip in fnvoi 
of a third or fourth -hare land two 
teams ha\c a> mam as twehe local 




GRASS IS GREENER In Chicago (above) and Cincinnati where games are colorcast. WGN-TV 
polychromes 77 Cub, 43 White Sox games. WLWT, color game pioneer, colorcasts 23 day and 
night home games this season. WLWT engineer found correct GE tube, made night color possible 



Ratings ill the old cities are down 
considerabb from the heydav of tv 
baseball in the mid-1950s. In Xew 
Vork. for example, the diminished 
interest is evident: Before the Dodg- 
ers and Giants went West, their elian- 
nels used to draw an average of 
about 12 and se\en respect ivelv . with 
the Yankees registering about a 10. 
Today, and with no competition, the 
average Yankee ratings ho\cr he- 
Most advertisers feel that the bet- 
ter buy is of the new clubs, where 
no\ell\. impact and "good citi/eu- 

relations in a 

inoted to the majors. There*.- It 
impact in a buy of the old clubs. As 
one adman put it: 



underfill public 
unity jurt 



each telccas 
Katings 1 
active Ainei 
end of a hi 
game with 



p.! six minule- in 
all it needs is two. - ' 
,e been affected by the 
an. Except at the tail 

'number one rival, the 



family is out participating these dav s. 
If not active in some sport. the\ are 
watching one in person. \nd if it's 
not baseball, it's liable to be racing. 

Last year in .\ew York Citv. 10.- 

750.000 persons wen he races- 

5.(.00.000 to see the thoroughbreds. 
5,150.000 land at night I to see the 
trotlcis. The Yankees drew 1.630.- 
000. The coming of the new Yonk- 
ers Racewav and the re-furbishing of 
Roosevelt Racewav (both for trotters) 
is a major reason. Waller O'Mallev's 
former Dodger sponsors feel, that he 
look his ball club to California. 

The popularity of other -ports and 
diversions has also affected agency 
thinking. "Especially in the old 
cities, the price for rights has become 

director, '-that it makes us wonder 
whether there's not a better uav to 
reach the male." 

\n advertiser that thinks it has 
fount] a belter vvav is SchacITer Beer. 
I /'least' turn to pa^ce 56) 



BALLANTINE BEER (Willi 



i Esty), owner of Yankee a 
r 8AUAH| 



ghts, has prominent Stadium display 




HOW TO 



^This week, tv viewers in the metro 
polilan New \ oik area are being I 
Heated to one of the most unusual 
and -imaginative marketing promo- 1 
lions the medium has known — an all- 1 
out salutation drive, involving six j 
hour-long tv spectaculars in prime 1 
evening time, plus five dav -time quar- 1 
ler hours on a single slat'ion W\T\- 
TV. 

What makes this SI 00.000 one-week 
concentration even more remarkable 
is the fact that the advertiser, Rok- 
each, is a relatively small one, and 
the agency Smith/Greenland, a mere 
3-> ear-old midget among Manhattan's 
advertising goliaths. Yet few of thel 
giant Madison Avenue shops could 1 
fail to be impressed with the groci 
know-how and creative imaginati 



id. 



into the Rokeach \ 



Actually, both the Rokeach plan 1 
and the Smith/Greenland story pro- I 
vide a fascinating answer to the often- f 
asked question "How does a small, 1 
voting, unknown agenev gain a foot- J 
hold 'in \ew York's ferocious adver- » 
tising jungle?' 7 

La-t week SPONSOR paid a visit to 
the aluminum-studded Tishman Build- 
ins at 666 Fifth Avenue to glean ,: ' 
some of the details. 

666 Fifth is. in itself, an awesome , 



of . 



Ill- 



uses such mammoths as Ted Rates |l 
Ine. (annual billing $120 million) ( 
Benton & Howies ($11 I- million) and 
Fuller & Smith & Ross ($19 million). 

B&B alone takes up five and a half 
Hoot-. Rut when you step off at the- 
loth vou're confronted by two neat I 
signs. 'ikW with an arrow to the 
right. G" with an arrow left.! 
Smith Greenland, with its 51 employ-1 
<>es and $5 million billing is even- 
slepheu with its big brother for half 



t least. 



Leo Cieenland and Martin L. i 
opened the doors of their hnstlij 
agenev on 2 \pril 195<<]. Thev 
with a backlog of 10 accounts totaling 
around $1.5 million, and what is prob 
abh imudi more significant, a stronf 
point of viev\ about advertising. 

Greenland's background, follow inf 
World War 11, where he served 
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CHALLENGE BIG N. Y. AGENCIES 



W Smith/Greenland, opened in 1958, has tripled billings, won Ui clients, and 
challenged New York agency giants with creative use of radio/tv in food field 



>/G's formula: grocery know-how, creative thoroughness 

GENCY PRESIDENT Leo Greenland whose ambition is to be the "best food advertising man in the U.S." scans food 
. ds in out-of-town newspapers for marketing ideas. Partner Martin L. Smith directs agency program of "full scale 
reativity" on all account phases from radio/tv commercials to packaging, displays, and trade presentations. 



faiiti\ and worked m) Army public 
lations. was that of a specialist and 
Ivertising coiu-ultant to major for- 
mations in the grocery field. 
Smith, with a degree in journalism 
did 5\ raeuse, labored as one of the 
itors of "Stars and Stripe:-.'" and 
nie hack from the war to a sncces- 
in of ereathe jobs with large ad- 

ln 193{Uheii onh 24 \ear.- ..Id. lie 

uck out for himself and founded 
■4 s own agene\. a gesture of resolute 
a ddness which would ha\e staggered 

»n\ an older practicioner. 
.r When, eight years later, he and 
, cenland merged forces, it marked 

e end of a search for both men. 

■o Greenland puts it this way. '"Ml 



the time 1 was working in the grocery 
business. 1 was looking for .-omeboih 
who could pr.nide the ideas and 
creati\cuess for the jobs 1 knew had 
t„ be done. Helieve me. they're hard 
to find." 

Smith, on the other hand. de\eb 
oped an increasing conviction that 
ad\ ertisiiig crcntn eness should he ap- 
plied to e\ery pha^e of a marketing. 

hut to packaging, merchandising, and 
c\en dealer and broker relationships, 
and looked for greater opportunities 
to empkn this creathe philosophy 
Today, the characterise S G point 

•creati\e marketing thoroughne-*" 
and a few examples of how the agen- 



n ha- ope.ated on some of is ac- 
counts will illustrate the principle. 

When 1. Kokeacb \ Son- Inc.. man- 
ufacturer of a long line of ko-her 
food produc ts came to the agency 
Greenland diVo%ered that though the 
compan\ had good distribution in the 
New Wk area, it knew practically 
nothing about it- customer-. 

Who bin - kosher foods? We they 
orthodox or nun-orthodox jews? \re 
thex xoung or old? Rich or poor? 
l'rimarih foreign born? 

No one was sine. Ml that v, as defi- 
nitely known was that -ale- of these 
products peaked up a- -harpK durina 
the l>a>^n- holiday a- the toy bn-i- 
ne-s does at Chri-tma- time. 

Greenland, who-e food experience 
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70% food business — 75% in radio/tv 



SMITH GREENLAND / /, hegan operations less than three 
years ago has 18 clients ami hillings "well over" S3 million. Its client 
list is heavily balanced with food accounts. With 70', of its business 
in the grocery category. S/C reports that 75 '", of hillings go to radio 
and tr. Rest known of the S/C grocery accounts is Red L. Foods Corp. 
whose commercials for fish dinners and entrees hare featured old-time 
movie star Edward Everett Ilorton. In its first rear with S/C Red L 
showed a 91.7' , gain. S/C clients and air media usage are shown here: 



R The Andes Coffee Co., Inc., Promt Gold Coffer 

R Claridge Foods, Co., Inc., Canned Corn Heej Hash. lieei Harpers 

TV Continental Enterprises, Inc., Whiz {Chocolate >>n//>i 

TV Downyflake Foods, Inc., Frozen Waffles. I'aneahes, French Toast and Muffins 

TV The Farm House Frozen Food Co., Frozen Pies 

R Fred Fear & Company, Do.xsee Clam Products 

TV Melnor Industries, Inc., Lawn Sprinklers and Garden luessories 

R-TV Milady Food Products, Inc., Frozen lllintzes, Potato Pancakes. Com Fritters and Duhmplings 

R-TV New York Times, Grocery Account 

R-TV Pacotronics, Inc., Test, Hi-fi. Marine, Ham Equipment 

R Noxon, Inc., Household Glass A Mela! Polish 

R Pilot Radio Corp., Hi-fi Components and Consoles 

TV Red L Foods Corp., Fiozcn Seafood Dinners. Entrees and lloil-in-llag Items 

R-TV Roman Products Corp., Fiozen Italian Products 

R Louis Sherry Preserves, Inc., Dietetic Jams and Jellies 

R Standard Food Products Corp., Heather Deie Scotch 

R Veego Foods, Inc., Floradanica Cheese 

R Weldon Foods, Inc., Instant Di\ Milk, Liquid and Pondered ll.li IC IL 



also include- products with slrolig 
Lenten sales peak- I fn.li. clams, eh: I 
insisted thai his client undertake a 
comprehensive and. for them, start- 
higl\ expensive pictr of market re- 
search lo discover and define kosher 
food customers. 

\rnicd with this K-eaich. the agen- 
c\ he-ran huihling plans f„ r the ,„., 
Hokeaeh sales .hive, and here the 
ele.nenl of "creative thoromrlme-" 
showed np slronglv. 



S/G reasoned that In ing to .each 
the kosher food market through am 
of the conventional media (news- 

ine\ilahl\ would in\ol\e \ ast amounts 
of e\pensi\c waste eireulalion. 

On the other hand, there was no 
other medium exaelK tailored lo the 
kosher customer. Faced with this 
dilemma. S C, came it]) with the con- 
cepl of "audience creation" and called 
hi \V\T\ T\ foi eoMsnllalion. 



Out of their huddles evolved a plat 
for six prime time evening program: 
on the station during the week pre 
ceding the Passover holidavs 1 20-2( 
March) devoled lo various aspects o 
Jewish life, music, lileratttre, politic? 

Tonight (20 .March) Hokeaeh open 
its pre-l'assoNcr drive Mill, a 7:3C 
i>:'30 prosiram featuring folk songs 1 
Ted Mikel and the Weavers as well a 
readings hv liikel. 
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Tuesdays Bokeach spectacular is 0 
ri« of dramatic readings from 
iscbel's "Treasure of Jewish Folk- 
e" In such actors as Sam Lev cue. 
Sam Ja'lTee ami Zero Mostol. 

programs include '"Portrait 
f Israel" with Mike Wallace as host, 
iid featuring filmed sequences show- 
: the reopening of King Solomon's 
nes. Leonard Bernstein leading the 
aeli Philharmonic orchestra, etc. 
Also the "Ston of Exodus" how 
■memo was made, clips from actual 
looting and interviews with Otto 
reniinger and stars, and "'Catskill 
Suiimiit Conference" reminiscences 
and routines hy four famous come- 
dians who got their start in the 
Borsrht Circuit. 

The Hokcach pre-Passover drive 
ids on Sunday night 1 26 .Marclil 
lien the company will he a sponsor 
f Dnvid SusskinTs -Open End." 
The prime-time evening programs, 
however, are only part of the S/G- 
kokeach grand strategy. To huild up 
talk and good will for its drive, the 
ompany is Inning fi\e (|iiarter hours 
the station at 5:45 PM. and do- 
nating them, as a puhlic service to 
leading Jewish organizations — Jewish 
War Veterans, Iladassah, IPuai H'rith. 

Y. Hoard of Rabbis, and the Fed- 
ration of Jewish Philanthropic;. 
Each of these organizations will 
e the time to deliver tv reports on 
heir activities, and there will he min- 
of Kokeach mentions on these 
.hou... 

r its regular commercials, how- 
S/C is pulling out all the stops. 
Wollv Picon. '"First Lady of the Jew- 
tti Stage" has been engaged to de- 
the llokeaeh messages thus en- 



ivei 



bo 



with 



The agency is hacking the tv drhe 
Ith advertisments even day in the 
pages of metropolitan newspapers. 
( well as six ads in this week".* T\ 
mifle. and insertions in \nglo-Jew ish 
WNTA-TV will earn- 50 pro- 
notional spots for the series. 
All in all. as most agency men 
iree. it i> an impressively complete 
arkeling package and has both ele- 
nenls of thoroughness and creative 
xeitement which. Leo Greenland in- 
ists. are necessarv in successful food 
elling. 

Todav. with 1<°> clients and its hill- 
I Please turn to page 56 I 
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DETROIT'S RADIO CHEER 
HELPS OUT IN BOSTON 



In metro Boston, cur dealers wh, 
throw open their showrooms to lh« 
public ex cry Washington's Birthday 
are still talking about the 
number of tirc-kickers radio slatio 
WAACs tie-in promotion manage 
to turn out this j ear. 

Among the hundred, of familh 
who milled around inside show 



,rd 



the 



pro 



tion kicking tires, peeking under 
hoods and debating colors, there 
were many who came with check- 
book in hand prepared to talk tur- 
key with salesmen. 

Much of the reason for this unex- 
pected anticipatory new -ear-owner- 
ship gleam has been accredited to 
taped anti-recession messages from 
auto industry leaders in Detroit 
which WWC brought to its listen- 
ers that dav. 

Fearful that recession undercur- 
rents making the rounds would turn 
the car dealers annual Open House 
la 5(M ear-tradition in Boston I. into 
something of a fiasco. WW AC presi- 
dent William M. McCormick decided 
that New Fnglanders in the auto-buy- 
ing public should be made aware of 



the latest news right out of Detroit in 
person-to-pcrson talks. With [his in 
mind, station announcer Verne Wd- 
liams. aimed with a tape recorder, 
was dispatched to Detroit. 

Williams saw. and recorded mes- 
sages (brief but cheering) from some 
20 top auto makers, \moug them: 
GM Cadillac \ .p. Harold G. Warren; 
Pontiac general manager Semoii E. 
Knudscn; Ph moiith-Valiant v. p. and 
general manager Ham Cbesehroiigl. ; 
Chnslcr sale> v. p. Edward Qui.ni; 
American Motors president George 

Hon y; and Bed I). Mills, Ford 

\ .p. and Lineoln-Mercurv general 
manager: James M. Rod.-, v.p. in 
charge of distribution s t; ,IT. General 
Motors: M. S. ".Mati" MrLaughlin, 
general sales manager. Ford division, 
Ford Motor: Fred T. Hopkins, Jr., 
manager national sales promotion 
department. Chevrolet: h'oger Welch, 
assistant general >ales manager, 
Hodge division. Chnslcr: and Peter 
.Nunez, sales manager I niled States 
Simca Sales. Chnslcr. Export- Import 
division. 

Williams also brought first-hand 
I I'lt'asr turn It) juice 57 ) 



"WE'VE HAD ENOUGH CONVERCESSION" says American Motors president George Rom- 
ney (left) to WNAC's Verne Williams, coining a new word. Romney. in his brief taped mes- 
sage said too much tall was the main trouble. He advocated that tall cease and worl begin. 




STORE'S TV BREAKFAST CLUB 



^ Buffalo retailer AM&A breaks tradition, launches 
hall-hour show, live from its store, carried by WGR-TV 

^ 200 area women comprise 'studio' audience, attract 
friends to home screens; entertainment cushions ads 



13 ulTalo housewives peruse the 
merchandise at Adam, MeWnlin & 
Anderson department stores, live, 



>ekda\ 



without 1m 



thei 



This has been going on since 6 
March when \M&\ and WGR-TV 
launched a daily (9:30-10 a.m. I. live 
program originating from the main 
store's dining room, with some 200 
area ladies on hand in the 'sludio' 
audience. Credit AM&A with one of 
the most dramatic departure* thus 
far from the lime-worn tradition of 
retailer preoccupation with news- 
papers. 

Named Yankee Doodle Time, after 
the room from which it cmanales. 
Hie show has as ils m.e. WGll-TV 
personality Boh Wells. Program ma- 
terial is divided among fashion 
shows, product demonstration*, en- 
tertainment, guest interviews*, audi- 
ence participation games, and dials 



with members of the audience. Tick- 
els are available on request several 
weeks in advance. 

The commercials take several 
forms. VM&A airs CO-second straight 
commercials, all live, usualh deliv- 
ered by Wells. In addition the store 
farms out five-mhmle segments lo 
manufacturers of its merchandise lo 
use for fashion shows or demonstra- 
tions, and receives mention in these 
portions. The same arrangement 
prevails for GO-second slots sold to 
participating advertisers, i.e.. there 
always is a tag telling where to buy 
it. 

AM&A v. p. -advertising manager 
Herman Faupel hcartih welcomes 
this "breakfast club" approach to 
exposing the store's merchandise. 
Further, he feels that as the first store 
in the country to take on such a ven- 
ture. AM&A Will make a solid im- 
pression on its community. \nolher 



IN THEY GO for breakfast and the Yonkee Doodle Time live tv show at AM&A's department 
store in downtown Buffalo. Some 200 area ladies gather at the store's dining room each weekday 
morning for the half-hour program sponsored by AM&A via the facilities of station WGR-TV 




plus he points up, "The 200 \vt 
on hand each day are bound t 
tract many viewers among 
friends, and we also enjoy turninjj 
that studio audience loose in lh\ 
store after e\ery show." 

B\ way of amplification. Petl 
King, radio/tv y.p. at AM&A's a gen 
ev Gotthelf & Weil, observes that thJ 
show allows for a sell well cushioned 
by entertainment. As a prime < 
ample, be cites the fashion show] 
which he points out are considered 
entertainment by women, vet thej 
clearh include mention of price am 
where in the store they're locale<j 
King feels that with a local, liv 
entertaining program. AM&A ca 
count on half the 20^ of area I 
homes computed to be tuned in du 
ing its time period. 

AM&A spends $2,600 per week fl 
the show's time. According to Fau 
pel the store lays out at least anolhq 
S2.600 for concomitant expense 
They include setting up the dinir 
room for 200 guests, bringing wait 
resses in early to serve them a ligh 
breakfast, designing displays ami 
sets, use of models in the 'fasbiot) 
shows, clearing the room for ils nor 
mal dining activities, etc. 

AM& \'s accounting department ha 
arrived at $i!IO as the show's cost pe'' 
minute, exclusive of prizes. 

The initial contract calls for I 
weeks of Yankee Doodle Time, witi 



plans to make it , 
lure if it lives in 



nd , 



peetationf 

maintains its newspaper I 
U at about the same lev el a 
r. when the all-print budge 

200.000. 

Kaih ticket requests have been er, 
" idnallv o 
ns. Unffal 
irly 10.00 
veeks' pr< 



F.ilhe 

through their organic 
women have ordered 
tickets f<„ the first 
grams. 

For each show WCU-TV h 
hand two cameras, two llool 



spare, thr 



' II ! 



m.e. Bob Well 
his assistant Linda Hoinever, and d 
rector Mike Beuther. The station 
stalled a control room in the back i 



Ihe 



1 OPENING DAY at AM&A's Yankee Doodle Time show, WGR-TV personality Bob Wells interviews psychologist-tv personality Dr. Joyce Brothers, 
I while Buffalo ladies who grabbed up first day's block of tickets look on from their tables In store's dining room. WGR-TV cameraman records scene 



audio man, two engineers and the 
Jireelor. Lighting needs were met 
by substituting 500 w hull)? for the 
100 w bulbs previously illuminating 
the Yankee Doodle Room. 

Advertiser and agency are out to 
maintain the utmost flexibility in the 
show's content. Tliej want to keep 

foming next, and therein maximize 
their interest. .Music currenllv i- 
pnnided by an organist, but this is 
Subject to change. Locally prominent 
singers, dancers and oilier perform- 
ers appear from lime to lime. \nd 
stars of national renown who work 
in Buffalo and are willing to ri-e al 
an hour considered the crack of 
dawn by show people, will appear 
on the show to be interv iewed and 
perhaps perform. 

In the audience participation por- 
tion of the show, the initial cntrv N 
'known as "Vox Box." Kaeh day two 
women selected from the studio au- 
dience come up and ask three ques- 
tions apiece of this two by four fool 



box with speaker attached as to its 
contents. The right answer win? a 
prize such a? perfume or a small ap- 
pliance. 

To promote the show during its 
earh chus. a contest taking in west- 
crn'Xew York Stale also is under- 
way. WGR-TV has a man cruising 
the area on the lookout for automo- 
biles displacing - \\k\V- Ch 2" ban- 
ners distributed on rerpie-t ihroimh 
the store, the station and Mobil ga< 
-lalions. Kaeh da\ the \YCR-T\ man 
slops several cars earning: the red 
and while sticker-, six inches long by 
an incli-and-a-ipiarlcr wide on their 
rear bumper. 

During each program m.c Wells 
announces the name- of those motor- 
ists who were -lopped on the prev i- 

hopper and the winner, whose name 
will be drawn M March, receives a 
mink coal from \M& A s fur salon. 

On hand a- special £rue-t at the 
premiere was Dr. Joyce Brothers, 
syndicated l\ p-\ chologisl. whose 



program also recenlh had its start 
on WCR-TA. Rob Wells opened with 
a (.0-se.-o.ul. liu- commercial about a 
new \Mv\\ -lore opening including 
its picture. There was a coals-uils 
fashion -how with three models, each 
tlisphn ing two garment-. 

Then came the Vox Box conle-t. 
followed b\ a minute commercial 
featuriui; electrical cookinc appli- 
ance- available at \M,n \. \fler that 
Dr. Brother- wa- inleniewed for 
about four minutes. 'I here followed 
a promo for the mink coal contest. 
Then, entertainment, featuring local 
-iugcis accompanied on die organ. 

The Nilinli'— Steel ln-lilute put 
on a demoii-lrnlion of the n-efulne-s 
of -tainle-s steel cooking ulen-il-. its 

cooking lops. The final five niinnles 

cial effort is made to have e\er\ 
member of ihe audience on camera 
al one lime or another during the 
-how. 
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DO NEW NBC RULES MEAN THE 



^ Admen, after a week of study, are confused by NBCs 
verbiage but in agreement that 'protection' is fading 

^ Most see advantages to smaller clients, affiliates, 
and bad news for spot tv; expect other webs to follow 




DON DURGI N, NBC v. p., says new rules 
are designed to meet an ever growing de- 
mand by advertisrs for greater flexibility 
In schedulng of ads. They are effective im- 



Nl'C has moved network li-lnWun 
anolliei step closer to ;i "magazine 
concept" with il- change in product 
protection policies. That's the opin- 
ion of most agencies, representatives 
and clients in I he wake of the an- 
nouncement of "liberalized" rules de- 
signed lo give clients "greater reach 
and more spread for their advertising 
dollars." 

The onK complete agreement 
among those queried concerned the 



fact that NBC's four-page ■'explana- 
tion* was almost too complicated to 
wade through without legal aid. Ad- 
men were wary of some of the 
wording, such as "directly competi- 
tive products, as determined by 

ABC •• 

Hut the following conclusion.- had 
been general!) reached after more 
than a week of study: 

• For the binall advertiser, oppor- 
tunities have been broadened for his 
participation in network program*. 

• For the biggest of the network 
advertisers this could be the begin- 
ning of the end of all product prolec- 

• For the affiliates, this is good 
news. The less protection accorded 
network advertisers, the more chance 
there is for local spot business more 
chainbreaks. I l)"s. etc. 

. For the rival uc! works. \BC"s 
action is a lead which thev are ex- 
pected to follow shorllv. 

• For national spot television, the 
action means more trouble as it makes 
the altraethe web Inn that much 
ea-icr, more flexible, and makes even 
smaller purchases available. 

"It's merel) another indication that 
the traditions we carried over from 

man. "Today, the dominant pattern 
has become participation at night and 
scatter plans in the da) lime. For fre- 

tisers use an entire 15-minlile block 

"The old svslcm prevented the, net- 
work from bringing in more prod- 
ucts." he noted, "but with lodavs al- 
ternate sponsorship (which usually 
means cross-plugging") bow man) 
dominant advertisers are there? I ri- 
der Ihe old system, for example. ABC 
is stuck unable to bring in an) more 



soap-cleanser-dentifrice products, al- 
though they would like to come on." 

Basitall), NBC put the industry on 
notice that the current 15-iniiiute 
guarantee of product protection had 
been cut to 10 minutes before and 
after the telecast of commercials for 
"protected"' products. The move, 
which several admen told Sl'O.NSOit 
was taken without consultation -with 
them or an) prior notification, reflects 
the network problem of coping with 
these growing numbers of products 
and product types that have emerged 
as large manufacturers diversify their 
lines and small ones seek network 

NRC, the first of the networks to 
take action against the problem of 
the ever-growing product tvpes, also 
set iij) guide lines for major and 
minor product commercials. Its use 
of the words "liberalized policy" 
prompted one agency radio/tv direc- 
tor to ask. "Liberalized for whom? 
And he answered bis own question, 
"For them." 

He added that, while product pro- 
tection is pro\ ided. "it is more and 
more conditional on the judgments* 
of XliC. Actually. NBC has taken a 
realistic view of the situation and 
\1IC and CBS cant help hut follow il 
uj). so we might as well sit back and 
wail for it to come." 

According to NBC v.p. Don Dur- 
gin. "The current product protection 
polic). which was designed for con- 
ditional program period sponsor- 
ship.- priinarilv, has tended to impose 
limitation of advertisers requiring ad- 
ditional budget from other products] 
to support various bin-. Toda)*s ad- 

and more spread f,, r their advertising 
dollars." 

The network's new polio enunci- 
ates separate rules for the following 

1) Conventional weekly or alter- 
nate weekly prosrram period sponsor- 
ships. 

2) Sponsorship of segments of day- 
time strip programs. 

'A) I'arlieipation-t) pe sponsorships 
(one-third and one-sixth). 



I' 
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END OF PRODUCT PROTECTION? 



•10 Participation sponsorships on 
hows like Today. Jack I'aar Show 
and Saturday night movies will ha\i' 
leparale rules to he covered in 



mther 

•'The language of this t 



is al- 



i the program) as a star product. 

which case the program host or 
,r personality, who delivers certain 
mniercial annoniiccinents for the 
ir product, will not deliver com- 
■rcial aniiouncenieiits within the 
mc program in behalf of products 



cons, and that the agencies «ill agree, 
afte, more study." 

ahont the wording. - 'lt was damn 
complicated wading through this 
thing the first time. Hut the fault 
isn't so much in the text as in NBC's 



On the surface it's this simple, but 

FORMERLY 45 MIN. PROTECTION 



COMMERCIAL 



NOW 35 MIN. PROTECTION 

. . . THE COMPLICATED wording of NBC's announcement— one station representative said he'd have to 
hire "six Philadelphia lawyers to figure this thing out" — assures that, among other things, the network will 
determine what constitutes a competitive product. Further limiting the advertiser, NBC provides that 
maximum of three protected products are permitted within the same sponsored program series "during 
the term that the advertiser is a continuing sponsor" or within ten minutes either side of the program 
period. This section contains phrasing the exact intent of which admen said was confusing: "Such ten 
minute protection shall not be extended to affect advertising in adjacent periods when such periods 
are occupied by programs of indeterminate length or by news, sports or public affairs programs." 



agency executive. Another agreed, 
and added. "W hen I read the section 
about 'star products". 1 decided to 
worry about understanding when I 
have to do some buying.'" 

The passage referred to b\ the ad- 
man concern.- davtime segment spon- 
sorship. It reads: "If the program 
has a star personality who is avail- 
able for deK\ er\ of commercials, the 
advertiser may designate one of its 
two protected products I not already 
a star product for another advertiser 



directly competitive with the adver- 
tiser's star product during the term 
of sponsorship." 

Another M5C spokesman did not 
agree that the wording was confusing 
or that the policy was "liberalized" 
in th network's favor alone. "You 
can't expect the phraseology to be 
completely uncomplicated, however." 
he said, "as this is a document that 
must cover e\erv aspect of important 
business contracts. As for whom this 
favors. I think the pros outw eight the 



failure to prepare us for the contents 
ahead of time. \nd there's no doubt 
that most guys were stopped cold 
when it came to that recurring 
phrase: 'as determined bv MIC 
That >houlcl have been explicitch ex- 
plained.'' 

"Some of the>e sentences." an 
agency broadcasting chief .summed 
up. "are the longest l'\e ever tried 
to interpret. Hut the whole thing is 
a short sentence- they've .sentenced 
product protection to death!" ^ 
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A MEMBER of WKMH Detroit's "White Patrol" cruises one of the city's two major freeways during busy traffic hours, preparing for special 
broadcasts on traffic conditions and tie-ups every fifteen minutes during the busiest auto hours. Four members of patrol are ex-traffic policemen 



Radio puts ex-cops on road patrol 



^ Traffic-ridden city gets unique, professional aid 
lo motorists thanks to imaginative radio station plan 

* "White Patrol," headed by former traffic police, 
gives first band on-lhe-air reports on freeway conditions 



Another example .»f ratlins skill 
and imagination has come to the fore 
in Ira flic- ridden Detroit where lW/> 
of the citizens .hive l« and from 
work dailv. With [he help of four 
e\-lniffie policemen and one retired 
director of tiaffic. DelroilV motorists 
are kepi informed, v ia ihe airwave?, 
a* to traflie tie-ups. how lo avoid 

Detroit's I wo major expressw aj s. 
The special mobile unit known as 
-the White Patrol." 

'Hie program, put into operation 
1 1* r — \ear. is a public service project 
of WkMll. 'Ihe ofliccrs are heard 
eveiv ]."> minutes from (i:30.<>:30 a.m. 
and from 3:30-(>:3ll p.m. each woek- 
dav. The f,u- ex-poliee.nen together 
ha\e 1 37 v ears' experience heliin.l 
them. 



In addition lo direct broadcasts, 
the Safely Patrolmen nolifv police 
of am serious accidents, oiler assist- 
anee at minor accidents, and aid mo- 
torists vvhn have '"run out of gas" or 
stalled for other reasons. 

The radio sc. vice feature has re- 
ceived mam kudo- from Detroit 
public ofl'K-ial.-. Here are some ex- 
amples: 

. "1 wish to congratulate volt and 
the station foi the service rendered 
to the people of the State of Michi- 
gan bv vour traflie safely program 
... 1 was pai licularlv impressed with 
the service thai the motorists whose 
cars are disabled receive from ihe 
diners of the WkMll traflie safetv 
ca.s." Judge John I). Walls. Trallic 
Court. 

. "On behalf of the Police Dept. 



and mvself personally 1 would like 
lo express our sinrerest thanks to 
\our organization for the splendid 
public service il is rendering through 
the radio station WKM11 traffic safe- 
ly patrol broadcasts,"' Herbert W. 
Hart. Police Commissioner. 

• our station is lo be highlv 
commended for this outstanding: 
public service which it lias ren- 
dered to the motorists of Detroit/' 
Louis C. Miriam, Major. 

The total annual investment of the 
station in prov iding the serv ice, 
which is planned to run \ ear-round, 
including lime donated, vehicular 
co-Is. personnel, and other overhead, 
is S2i!7.()()a 

The broadca-ls give information 
on weather, accidents, on-lhe-eene 
traflie conditions, routes lo avoid, 
best routes lo travel, how to avoid 
•'jams*' and related peilinent infor- 
mation intended lo produce a smooth 

special traflie news storv or serious 
accident patrol officers break into 
regular pro«ramin<i with luillciiu 
reports. * 
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TV BASICS ^MARCH 

Tv viewers: a well schooled group 



W Tliree-lonrllis of all household heads ami/or wives 
completed liijdi school ARB reveals in new weh service 



A remit sime>. roiuhicti-d In the 
Amcrican licwarcli Bureau, shows 
that 73' ( ' of all television household 
heads (and wives) are high school 
graduates or ha\e college hack- 
ground. 

Based on the lop len network 
shows from the Xmemlu-r Alii? Va- 
lional He])ort. the survey also reveals 
that wilhiu the higher etlucalion 



hracket- one \car or more of post 
high school — men lead women. 
Twenl\-iiine percent of the men fall 
into this calegor\ \s. 23', of the 

High school education is the onh 
category in which housewives oul- 
score household heads. Although a 
higher percent of the males have had 
post-high school education, a higher 



percent of the housewives .12' , \s. 
12', completed three (o four war- 
of high sehool. 

\ rchitheh small segment of the 
television home sampled r .•ported 
less than eight years of education 
one mil of even Iwenlv homes. 

Summed up: I I Household heads 
ami or wives in V) out of 20 homes 
completed elcmeiitarv school. 2 1 
Ihrce-fonrths „f all household head- 
and/or wives completed high sehool. 
3l0ne-fourth of all household heads 
and or wives had some college edu- 
cation. * 



EDUCATION OF HOUSEHOLDS VIEWING TOP TEN NETWORK SHOWS 





PROGRAM 


Elementary School 
Under 8 Years 
H H H. W 


Early High School 
8-10 years 
H H H W 


High School 
11-12 years 
H H H W 


Pest Hi;h School (College) 
13-14 years 15-16 & 
H H H W H H 


over 
H W 




WAGON TRAIN 


8% 


4% 


24% 


23% 


41% 


51% 


14% 


11% 


13% 


11% 




GUNSMOKE 


6 


4 


25 


21 


44 52 


12 


10 


13 


13 




BOB HOPE 


4 


T~ 


20 


18 


41 


51 


14 


13 


21 


15 




CHEVY SHOW 


7 


4 


25 


23 


44 


51 


10 


9 


14 


13 




HAVE GUN 


6 


4 


22 18 


44 54 


12 


9 


16 


15 




PERRY MASON 


4 


4 


20 


18 


38 49 


17 


12 


21 


17 




ED SULLIVAN 


6 


3 


24 


26 


37 44 


14 


11 


19 


16 




UNTOUCHABLES 


4 


4 


17 


13 


46 


61 


14 


11 


19 


11 




REAL McCOYS 


7 


6 


26 _ 


23 


44 57 


12 


6 


11 


8 




RAWHIDE 


11 


6 


27 


21 


40 55 


10 


6 


12 


12 




Average % 


6% 


4% 


23% 


20% 


42% 


52% 


13% 


10% 


16% 


13% 



1. THIS MONTH IN NETWORK TV 

Specials scheduled during four weeks ending 9 April 



PROGRAM (NETWORK) 


COST SPONSOR, AGENCY, DATE 


PROGRAM (NETWORK) 


COST SPONSOR, AGENCY, DATE 


Baseball Special l.N) 


$200,000 Kemper Yz, Frank, 4 4 


Marhieland Circus 1 \ I 


Minute Maid, Tupper- 


Hell & Howell Clo-e-l p! I \ 


30.000 Bell & Howell, McCann, 




ward. BBD0. 4 2 




3 28 


M5C Opera <M 


Sust, 3 26 


Bell Telephone Hour iM 


285,000 AT&T, Ayer, 3 17, 3 31 


MSC While I'aper i\i 


50.000 Timex ' 2 , Doner, 3 14 


Ingricl Ilt-rgmju Special < 


350,000 Revlon, Grey, 3 20 


Omnibus <\i 


120.000 Aluminum, JWT. 3 26 




175.000 Ford, K&E, 3 19 


Our \ineric.in llerilape iX) 


230.000 Equitable, FC&B. 4 1 


DjmM liiinklev Special iM 


25.000 Sust, 3 21 




50.000 Purex, Savings & Loan 


Crosby Miow 1 \ i 


250.000 Oldsmobile, Brother, 




Fdn.. Weiss. McCann. 




3 20 




3 28. 2 29 


Kainilv Classics (Cl 


265,000 Breck, Reach McC, 3 16 


Hum of ihc Mi.mli (( I 


300.000 Du Pont. BBDO. 3 21 


Great Challenge. The <C.t 


Sust, 3 26 


«insr-MiicIi iM 


40,000 Ballantine, Esty, 3 24. 


Hall of Fame' IM 


275.000 Hallmark, F. C&B. 3 26 




4 7 


llow Tall i- a Gianl? <\l 


P&G. B&B. 3 23 


Timex Circu-. The I N I 


Timex Doner. 3 25 






\Ya> of the Cm** dpi) < \ » 


Sust, 3 28 
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i G R A P H 13 MAR. - 9 APR. 




how does a tattoc 




Two ways. 



loncern you ? 




First — it's a perfect illustration of what 
a great campaign can do. Second — it 
proves that the advertiser who believes in 
advertising ends up a power in his industry. 

So — how does this concern a broadcaster? 

So — it works the same way here. 

Every station that sells advertising — and 
has equal faith in buying it as well — 
always winds up with a bigger share 
of spot in its market. 

Think it over. 

And don't eliminate the "tattoo". 

We respectfully suggest you find the 
"tattoo" that suits your station image 
best — then call SPONSOR. 

SPONSOR reaches practically everyone 
involved in the purchase of time — of course. 
But there's a special segment it reaches 
best. We call it "the influential 2000" 
because this "influential 2000" actually 
purchases better than 95% of all national 
radio and TV spot. SPONSOR has a greater 
penetration of influence within this group 
than any other book in the broadcast field. 

That's our sales "tattoo" — substantiated by 
every independent survey made 



SPONSOR 

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 

40 East 49th St. MU 8-2772 New York 17 



3. DAYTIME 



C O M P A I 



SUNDAY 

ABC CBS NBC 


MONDAY 

ABCt CBS NBC 


TUESDAY 

ABCt CBS NBC 


AB( 




Limp UM. Mi 








8 1 




1 Loveucy 




Spons 

IS 

cont'd' 




Look :°„ & Li - 




cont d Tues! 


s' d c° JcSn 
alt Lever 


Hunch 






"ST 




UN in AC... 






Exposure 

S. r. Johnson 


Price li Right 




Expose 
— 


su' »"';",! 














Concentration 
















Camouflage 




CoJ^ces 


Camouflage 


Am. lion,. 


















Number Please 




t Could Be You 




Direction '61 








"It 


No net service 


^outfaces 
News 


";» 

No ... L,„, 






Issues & 














3hT 












Day In Court 




^Murray 




^ert.^ 


— — 


Day In 






Pro Basketball 




™ ; 


l-*r. alt M,st 








load to 








Queen^For a 


Millionaire 

alt sust 


Y Mafone'' 

I>.v t SUM 


Quccn^For a 






Qu«n, 


Roundup U.S A 


Sunday Sport, 


Pro Basketball 




:n 

Tonl „lt H.U1 














Pro Basketball 




AMr'llUiTod 


— s— 


iri*,; 11 Nul ; 


— 




Am ?'-. 

1 








rcn 




j| 








Amer 

S3 




N. Y. 










as 






a 


Jlon.-Fri. dayt 


C.llc^Bow. 


cl, Si"r" ey 








lif' 









HOW TO USE SPONSOR'S 
NETWORK TELEVISION 
COMPARAGRAPH 



tide by the networks after presstime). 



s (48, 49) 
13 Ma J 

irly sched- 



GRAPH 



13 MAR. - 9 APR. 



IDNESDAY 

j'as NBC 


THURSDAY 


FRIDAY 


SATURDAY 


1 








Say When 




I UvcUcy 










1 




: ::r 




:k; 






P 'il h 














S. C Jolmson 


Morning Court 




Pric,,,R,h t 

C-uiver 




Kellogg Mag.c 
Allakazam 




11 






SP 






SP 

. ri. 








Lone R.nscr 
Gen. Mllli. 


11 






•IF 


c.,« r „„ 














11 


m 

N--U2S5-,) 




Search for 
Cuidin^Light 


""/If 11 




Cuidin^Ligh, 


Could Be You 

„,,,„,.,, 


"JIMS" 




'"If 


11 


No net servict 
















CBSNew, 




I 


No net servict 




-*r 
















KnoxOeUUn 


Day In Court 


L*ter 
.u.t 




Day In Curt 


":„.«r 










Road to Reality 




lltlnz nt r&o 


ioad to Re;lirv 


S. C Jo^on 


:;ki: 

AO .1. O Mill. 


L ssr 










Queens a 


;jr: 

Tie st Fi i* 




Queen For a 




„,,,, r ,„ 


Cha cX „sh ip 
Basketball 






II 




Who You Trust? 




-AT- 


Vho You Trust' 






Charn p ,or,sh: p 
Basketball 












s ,„t D . a . d t d V„o 

"Sir 


>„._.,,.. 


sraps 


ZsWZ 








jl 












Mi! 






























•si: air 






















3£ 



appearing during this period are listed Spec, 
r dates. The only regularly scheduled pro- a.m., 
d are: Jack Paar. ABC. 11:15 p.m.-l a.m.. 



Eonday-Friday, participating: \eus CDS, 7:45-8 a.m., 
a.m.. MondayFriday and Today on the Farm, XBC, 



As FCC programing requirements stiffen, SPONSOR ASKS: 



Will local live tv shows 

make a comeback? 



Walter C. Purcell, promotion mgr., 
WMU 7 , South Hend, hid. 
First of all. the FCC statements on 
programing policies of last June are 
about as specific as they can lie. To 



Ij number 
of stations ;', 



its broadcast licensee to take the 
necessary steps* lo inform themselves 
of the real needs ami interests of the 
areas they serve ami to provide pro- 
graming for those interests." The 
Commission listed major elements of 

the public interest, the first two of 
which were: 1 ) Opportunity for lo- 
cal self-expression, and 2) Develop- 
ment and use of local talent. 

A resurgence of local live pro- 
graming would seem to he a major 
answer to the above leconuneiida- 

ln addition, il certainly appears 
that more option time will lie re- 
leased to stations in the future lie- 
cause prime, time for local offerings 
has been so expensive, some, of the 
released time will undoubtedly be 
taken up bv s\ ndicatcd properties . . . 
but il also seems sensible that part 
of ibis time will he utilized for live 



• fori 



If a satisfactory way is bum 

substantially increase the number of 
tv stations lire need for more local 
personalities ami programin" will be 
an after-effect. Then, just as radio 
became localized., h service will be- 
eoine localized or closer lo the pulse 
of each community and more local 
live programing will he a natural out- 
growth. 

At present local shows and person- 



alities dwell mostly on happenings in 
the major market where the station 
is located and naturally cannot serve 
the interests of the many smaller 
markets within the. entire signal area. 
If areas of service, become smaller, 
local programing and the use of lo- 
cal talent should be increased. 

On a national level, interest has 
been engendered in documentaries 
and important world problems and 
all kinds of "talk" shows. Certainly 
the same thing could be done on a 
less elaborate basis involving local 
area problems, controversies, and 
local entertainment shows. Public 
interest can be whipped to white heat 

people realize how important these 
issues are to them. Television can do 
this job of getting people interested 
on a local level if the prime time is 

As all of these things occur, pos- 
sibly the day will come when even 
local entertainers can compete with 
the film can to provide programing 
for each local market. 

To sum up. 1 think the future of 
local live tv programing is good, with 
possibilities becoming apparent every 
day. 



John Comas, ' p for 



The live formal has always been 
important even though most fail lo 



Yes, by n 
efjeetivc 
aj lupes, 



meet the full challenge of the possi- 
bilities. No one will drily the enter- 
tainment value of a good' syndicated 



On the other hand, no licensee has, 
as yet, abrogated responsibility and 
obligation in this matter of live pro- 
graming. We are really talking about 
improving the art of the liv e to make 
it truly effective as opposed to the. 
"go li\e and fill the time cheap" 
concept. 

Today, we have an army of elec- 
tronic genies called tapes, mini-earn- 
eras, montage boards, etc.. to do our 
bidding. The creative producer can 
use these tools as an artist uses his 
brush lo create a pleasing image. 

We punctuate the morning prayer 
vvilh a taped segment featuring a dif- 
ferent local choir every day. This is 
an improvement over yesterday's 
canned film clip. Hut surely we can 
do better than this. 

We add dimension to our musical 
features as. in a flash, the back- 
ground changes from Main Street. 
Hometown, to Hawaii, U. S. Again, 
this is an improvement over yes 
day's "misical note cutouts." gaily 
sparkling behind the grand piano . . . 
but. not enough. 

We illustrate our program about! 
City Hall by looking into the Coun- 
cil Chambers, the jail, the water 
purification center and. eitv govern- 
ment becomes a living thing. This is 
an improvement over yesterday's in- 
terview with the Mayor against gray 
curtains. Hut we haven't begun to 
exhaust the possibilities. 

The live show has always been 
with us even though the full poten- 
tial has not been realized. The chal- 
lenge is before lis . . . the opportuni- 
ties unlimited. 



Frank J. Doherry, Jr., promotion m 
W W I.P TV. Springfield. Mass. 
Al present WWLP is original 
more than 2.i hours of local 1 
programing weekly. The figure 
eludes live programs video-taped 

(Please turn lo page 70) 
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Why WGN-TV bought 
Warner's "Films of the 50's" 



Says Edward A.Warren: 

"Channel 9 was the first station to bring the best 
of the pre-48 features to Chicago. Therefore, it is 
naturally expected that we continue this tradition by 
delivering 




the best of 
the post-50's 

"This we have done in acquiring the distinguished 
features in the Seven Arts package. We know that we 
will deliver audiences to our sponsors, as well as add 
to our distinctive program schedule. 

"The 26 films in color also will enable us to further 
this exciting dimension of our business. We know 
these films will do well in Chicago, because we 
know Chicago." 

Edward A. Warren, 

Warner's Films of the 50's... 
Money makers of the 60's 





SEVEN ARTS 




ASSOCIATED 




CORP. 


NEW YORK: 270 


Park Avenue • YUkon 6-1717 


CHICAGO: 8922-D La Crosse, Skokie, III • OR 4-5105 


DALLAS: 5641 Charlestown Drive • ADams 9-2855 
BEVERLY HILLS: 232 Reeves Drive • GRanite 6-1564 



For list of TV stations programming Warner's Films of 
the 50's see Page One SRDS (Spot TV Rates and Data). 



BEST WAY TO EMBRACE THE NEW YORK 
NEGRO COMMUNITY... 




When it comes to reaching the enor- 
mous Negro Community of greater New 
York, time buyers sum up their strat- 
egy in three little words: "LIB IT UP" 
The reasons are simple. Whether you 
sell a LIBation or appeal to the LIBido 
only WLIB can do 
the effective job. fy-i 

mmM 



EMBRACES THE ENTIRE 
NEGRO MARKET IN GREATER NEW YORK 



IN TORONTO 




Tin: 

LORD 

SIMCOE 

HOTEL 

Where you feel the 

friendly welcome 

Singles from $7.50 
Doubles from $11. 50 

For rcicrvXiom phono EM 2-I848 
Tele* 022458 
Umvcruty at King Street, Toromo 
CANADA. The Lord Ul«in, Oilawa 

The l ord Simcoc, Toronto 
CHICAGOi Tlic Slicrm.n 



Xational and regional buys 
i now or recently completed 



SPOT BUYS 



TV BUYS 

General Foods Corp., Maxwell House l)i\.. lloboken: Two 
schedules on regular Maxwell House coffee begin* 1 April. Da; 
night minute* are lieinp bought in about 60 markets. Bujer: 
lierla. \genc\ : Ogilvv. Benson & Mather. Inc.. \ew York. 
Helene Curtis Industries, Inc., Chicago: \ew runs begin 



n about 15 major markets. Schcd 
nighttime, with good da) time onl\ 
r: Man I'eter. Agency: Campbeli- 



month for four weeks on Suave, 
nles of minutes are 70' '< or nioi 
to get more favorable plans. 13m 
Mithun. Inc.. Chicago. 

Ralston Purina Co., St. Louis: Purina Dog Chow schedules start 
27 March in 20-25 markets. Campaign is 13 weeks with fringe and 
prime minutes and 20's being used. Buver: Bill .McKinslry. Agency: 
Gardner Adv. Co.. St. Louis. 

Colgate-Palmolive Co., Yew York: Some new activit) on Ajax 
cleaner with placements in selected top markets. Fringe night minute 
schedules begin 2 April for 52 weeks. Buyer: Larry Levy. Agency: 
MeCann-Erickson. \ew York. 

Phaima-Craft Corp., Inc., Cranium, \. J.: Bnving schedules of 
day. fringe and prime minutes and l.D.'s for Fresh Cream Deodorant 
in a large number of markets. The first group of markets begins 3 
April using four and .-ix week flights totaling 22 weeks over a 26 week 
period. The second group starts 10 April, in two. three and four week 



flights that total 17 weeks over a 24 
Sta.mard. Agencv : Daniel & Charles, li 
Procter & Gamble Co., Cincinnati: Li 
Vmerican mixes begins 2 April and r in 
in about 50 markets. Schedules are fr 
minutes. Bm er : Fred Webber. Agencv: 



k period. Buyer: Isabelle 
c. Yew York. 

icnp for Duncan Mines Early 
s through the contract year, 
r da\. fringe and late night 
Gardner Adv. Co., St. Louis. 



RADIO BUYS 

Hamilton Watch Co., Lancaster. Pa.: Spring campaign for its 
watches on good music and fm stations begins 25 April and runs 
through June 6. in about 20 markets. \s usual, night minutes. 6 to 
II p.m.. and some weather and news adjacencies, are being used, 
around 12 spots per week per market. Buver: Fd Uardison. Agencv : 
\. \\\ Aver & Son. Inc.. Philadelphia. 

Pabst Brewing Co., Chicago: Going into about 25 markets for Pabst 
beer with 26 week schedules to start 1 Vpril. Bnvs are minutes and 
10's in drive times. 20-30 per week per market. Agencv : Ken) on 1 
I'.ckhardt. Inc.. Chicago. 

Hills Bros. Coffee, Inc., San Francisco: Campaign for its cofTees 
starts 21 April on about 300 stations, miming from Pacific Coast to 
Cleveland, its area of distribution. Dav and traffic minutes will be 
bought using 20-30 spot* per week per market for four weeks. Agencv 
\. VV. \\<t & Sou. Inc.. Philadelphia. Buyer: Charles Ventura. 
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WSPDTV 

fills the gap . . . 

To make sales tracks in the 2-billion-dollar Toledo 
market — covering 21 counties in Northwestern 
Ohio and Southern Michigan — you need WSPD-TV 
with its- new 1000-foot tower sending your sales mes- 
sage to 444,400 homes. You can't afford, to ignore 

TOLEDO 




I • Represented by The Katz Agency 
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BASEBALL 

[Continued from page 361 
which "for a fraction" of what it 
-|>enl a* eo-sj>onsor of the Brooklyn 
Dodgers' games is now reaching a 
wider audience composed mostly of 

"We had a lol of waste audience, 
a lot of youngsters watching the 
Dodgers." SPONSOR was told at 
BBDO. Schaeffer's agency. "Now we 
have a 15-station network for Satur- 
day racing, and it's drawing 10 rat- 
ings and an overwhelming percentage 
of men in the audience. We also 
sponsor the trotters on Wednesday 
nights; we had terrific reaction from 
our soccer telecasts last summer, and 
we will icpeat them: we participated 
in the OKmpics: we arc sponsoring 
public affairs shows and musical 
-how* on local outlets. The whole 
tiling, mind vou. on half the moucv 
we spent on the Dodgers. 

••When Mr. OMalley moved out. 
he gave us room for thought, and w e 
found wc could better use the money. 
Baseball can still be a good buy. but 
not in the old-team markets - like 
it was in the old days.'' 

\l another agene} the prevailing 
altitude was: "A in agency that rep- 
resents a beer, a cigarette or an oil 
conipatn has a natural baseball spon- 
sor. We will buy baseball, bill not 
half-sponsorships. We will buy as- 
little as possible as the years go In 
to gel the benefit of association and 
impact. Sponsor identification, once 
the top value of baseball, may be on 
the way out. however— how many 
advertisers can put that much money 
into one market? 

"It's quite possible that tv baseball 
will end up. as it already has in at 
least two cities, as a spot carrier.' 

The argument that tv was killing 
baseball at the gate seemed to finally 
expire in 1960. Onh five clubs 
Cleveland. Kansas City , Detroit. Cin- 
cinnati and Milwaukee — drew less 
customers than in 1959, and two of 

them we. dv -lightly oft. An 

analysis of these clubs offers little 
evidence that t\ hurt them. It ma) 
be argued, that in the case of Mil- 
waukee, the onh league club with no 
tehnisiou. the. inch of tv hurt them. 

According to the Ollicc of the 
Couunissionei of Baseball, the Na- 
tional League had it- top season in 
historv. The Kedleg* I the onh team 
to telecast all home games) and Mil- 
waukee were down. In the Wrican 



League, the only team that telc\ ised 
most of its choice night and weekend 
home tames the Yankees were up. 

Network baseball presentations 
have also undergone a change in 
1%1. The exact number of outlets 
carrying the games (on Saturday and 
Sunday) each week will not be 
cleared for another two weeks, but 
they will certainly be reduced be- 
cause of the blacking-out of a new 
major league area, Minneapolis-St. 
Paul. The\ will be even further re- 
duced in 1962 with the inclusion of 
Houston in the National League. 

NBC has signed two regional spon- 
sors for its Major League Baseball, 
General Insurance Company of 
America and Anheuser-Busch. CBS' 
onl\ announced sponsor for its Game 
of the Week: Falstafl Brewing (one- 
half Saturday and one-quarter on 
Sunday ). The network w ill reveal the 
other sponsors upon completion of 
negotiations. The price for each net- 
work is just over SI. 250.000. 

Mutual has dropped its Game of 
the Day radio broadcasts a* a direct 
result of major league expansion 
coupled with its own evolution into a 
news-first organization. According 
to MBS v.j). in charge of o]>eiations. 
Joseph F. Keating. '"Of 318 stations 
eligible, only 160 carried the games 
last season. This year. 45 of those 
didn't want the game-, league expan- 
sion reduced the linc-uj) more. 

"We could broadcast major league 
games at night." he added, "but thai 
would hurt the minor leagues and 
we're interested in e\]>aiiding the 

Mutual was further deterred by the 
exjiansion of individual networks scl 
up bv the big league clubs. The net- 
work feels that its broadcasts '•re- 
kindled interest in a waning game." 
but that the major league clubs are 
over-exjiaiiding their broadcasting 
"killing oil a golden goose." 

Sj)orts Network. Inc.. which han- 
dle- facilities and sen ice for every 
major league club's awav games, is 
nourishing this season. The organi- 
zation jn ovides mobil eqnijmient, and 
furnishes engineering and production 
when needed. Vbout 150 television 
and more than 3.000 radio sanies 
will be sen iced l>\ SNI. 

'fhe World Series and Mi-Star 
games, sponsored In Gillette ( Max- 
onl. will cost .S3.250.000 under an 
old conn act. Next season. Gillette 
will pick up a A I million tab. ^ 



N. Y. AGENCIES 

{Continued from page 39) 
ings above the So million mark, S/G 
finds itself with TOT of its business 
in the grocery field, and 75 " of its 
billings in the air media. 

Probably the best known of its ac- 
counts, and one of its outstanding 
successes is Bed L. Foods Colora- 
tion. This frozen seafood manufac- 
turer was in the throes of a ihree-year 
declining sales curve when S/G was 
retained in 1959. 

The agency 's first recommendations 
called for in-depth research and, fol- 
lowing ibis, for coinjdele new jiackage 
designs. Key of both new juickaging 
and S/G's first coj>y for Red L was 
ihe need to create a "masculine" 
image. (The research had shown that 
the consumer eoncejit of seafood was 
thai it was for women and children — 
not men). 

Opening campaign was a modest, 
but talk-producing newspaj)er series 
in which, to highlight the letter "L'. 
the copy substituted it for "r" as in 
"Tomollow is Fliday, a gleat day for 
Bed L Flozen Fb'ed Shlhnp.'' 

When sales and dealer reactions 
showed immediate upward swings. 
S/G adopted the cainj)aigii to t\ and 
radio, and pounded hard in north- 
eastern metrojiolitan markets. 

W ithin a \ear, distribution jumped 
3 I,3 r ; and' -ales were up 9\.~ r '< . 
S/G followed up its success with a 
"creative" media buy in the fall of 
I960, sewing up chain breaks in every 
CBS network spectacular scheduled 
on WCBS-TV Xew York, and mm ed 
in with off-beat Iv spots, featuring 
Edward Kverett llorton. 

Continuing sales climbs enabled 
Bed L to exjKiud its advertising bud- 
get ISI5.000 when S/G took over) to 
nearh $500,000. Leo Greenland pre- 
dicts thai Bed L. will be one of the 
top 100 sj.ot l\ accounts for 1961. 

Other agency food successes have 
included Downy Hake Foods Inc. in 
which S G ereath ciics-s in redesign- 
ing packages for frozen waffles, freneh 
toast and other product? was matched 
by its cojiy ci eath eness in dreaming 
uj> l\ jingles, sjiotled into kid shows. 
(For examjdc the familiar "Pop goes 
the weasel" mirsery rlnme now does 
double dut\ as "Pop goes ihe w affle." I 

An odd but significant name on the 
S/G client list is the New York Times 
''grocery account." S/G prepares and 
[daces ads extolling, the Times as a 
food medium in both grocery trade 
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papers and in the newspaper il.-elf. 

Leo Creenlaiirl. himself, in explain- 
in«. r his advertising philosophies to 
St'ONSOU, stressed tlie need for agency 
e\ecuti\ es to know I lie grocery busi- 
ness r I jilit down to tlie grass rools 
level "not just company sales exern- 
tnes. but brokers, ehaiu buyer*, stoic 
managers, slock boys, rlieek out 
elerks." 

lie himself read scores of out-of- 
town newspapers for ideas on grocery 
Advertising, is in constant touch with 
brokers and chain buyers on all of 
the agency food accounts. \inong 

"Chain buyers today have seen 
»» cry thing. Rut they'll respond to 
the new twist, to tlie imaginative ap- 
proach, and above all to the wcll- 
plauucd program with all the pieces 
I thouuht out and earefiillv tied to- 
gether." 

"The other day in SPONSOR 1 read 
the eoniinent of some young time 
Inner that merchandising help by a 
radio or Iv station is of little value. 

"1 don't agree at all. We've found 
it tremendously valuable, when it's 

i used properly. The two rules to re- 
member are — don't abuse it. and give 
the station a specific problem to help 
you with. Don't ask or expect them 
to scatter their shots all over the 

1 place." 

As an example of a specific prob- 
lem. Greenland cited a 'Tv Commer- 
cial Buyers Tour" arranged joinih In- 
die agency and WCBS-TV for one of 
its clients. Food buyers were invited 
to the station to see how a tv com- 
mercial is made, "and the\ were fas- 
cinated" said Greenland. 

Neither Greenland, nor Smith is in- 
clined to be smug or self-satisfied with 
the progress they've made. Smith 
says he gels impatient that the growth 
seems so slow, and packing up new 
accounts such a competitive process. 

Obseners point out these signifi- 
cant points about the S/G ?lory: 

Specialization: despite some hard 
goods accounts. S/G is specializing 
solidlv in grocery products, by far 
the biggest advertising category. 

Creativity. Both partners con.-tant- 
ly emphasize the need for "excite- 
ment" in advertising, the new crea- 
tive twist. 

I'ublic relations: S G does a more 
active pr job than many agencies 
four or five lime? its ?ize. 

Experts sav these sinus aueur well 
for the S/G future. ' ^ 



DETROIT RADIO 

[Continual from poge <"i') I 
information from other* connected 
with the auto industry: Mavnanl 
"Mac" Gordon, news editor of \utu- 
mothe News and Stanley Hoc. man- 
ager of the Automobile .Manufactur- 
ers statistical department. 

Ml day long. 22 February, W\AC. 
as its Salute to tlie Automobile In- 
dustry, aired capsule reports of in- 
side Detroit facts of [he auto industry. 

\VX\C backed up its promotion 
by cross-plugging the iutcn iew -seg- 
menis on WYACTVs Louise Mar- 
pan Show and the late news. They 



A SOUND C 



bought newspaper ad- and alerted 
the area'* fnc hundred auto dealer- 
via letter- which carried the recom- 
mendation to contact the -ale- oil,, e 
for commercial tie-ins. 

With tin- promotion \\ \ \C picked 
up the following local dealer- who 
bought participating minutes: Vol\o. 
Lee Foreign ear sales. \\ ellc-lex 
Hills; Jaffarian'- Sen ice. 1 lax erhill : 
Gene Brown Motor*. Newton: \u!o 
Engineering. Lexington: Dalzcll Mo- 
tor. Norwood: Leonard's. Sccko.rk: 
IMai-led Foreign M rs. Salem: Co- 
lumbia Pontine. Dor. hc*tcr: Mctri 
Chevrolet and Chrysler. 




CROWELL COLLIER BROADCASTING CORP 

0 T 




Analysis proves that in San Francisco, a two-statian 
cambinatian must first include KEWB, then another af the 
lop faur stations, to reach the greatest number 
af unduplicated hames at the lowest cast per thousand 
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SPONSOR 
- WEEK 



WRAP-UP 



PLANNING luncheon for ind.st 
of the Station Representatives A: 
Janice, Cun, Ingham & Walsh radi 



> be held 3 May are (l-r) Frank E. Pelleg. 
aiioi Timeb^yer of tli3 Year Award Com, 
exec, and Tom McDermott, v. p. radio f 




NEW ASSISTANT, Steve Shannon (left) shakes hands with his boss, Frank P. Fogarty, executiva 
v. p. of the Meredith Broadcasting Co. Their headquarters are at WOW radio and tv, Omaha. 
Shannon formerly served as director of promoiion for Meredith's KfHO radio a tv, Phoenix 



STEVE SHANNON 

'^sting Comparl^. 




Advertisers 

Ten not t\ shows — nine (hiytim- 
eis ami one late night — will help 
Uuilinit luimrli its Fashion Quick 
Home permanent ih'l Aequninted 
campaign, eonte Mav. 

The da\ lime shows, -all \BC: Who 
Do Van TrusL Love That Bob, Road 
lo Reality. Queen jor a Day. Ameri- 
can Bandstand, Morning Court. Cam- 
ouflage. About Faces, and \ umber 
I'lease. 

The lone nightttmer is NBC's The 
Jack I'aar Shea . 



. A.S.H. Products, (division of 
Philip Morris) is introducing ils new 
I'al Premium Edge injector hlades in 
[lie \r\\ ^ ork and Chicago markets 

I'etiton \ Bowie-. 

• Hu*e-X Chemical is reath irig a 
lieaw spol t\ campaign in tin Now 
^ oik metro area over WNTA-TV and 
\\OH-T\ in l.ehalf of its KoseA At 
Purpose Cleaner. Scheduled to run 




FLAPPER costumed girls surround J. 
Carthy Miller, president of WCOA, Pensa- 
cola, Florida, at their 35th broadcast year 
celebration, held at San Carlos Hotel, when 
handbills with lucky numbers were distributed J 



through Jui 



.1(1 till 



Kited ( 
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Agencies 



ii< 



ne\ : Chalek and Din it. 
Clorox is Inning spot t\ I«) Ind- 
us «ii ant Clorox Spring Spmee- 
Pp Spree campaign scheduled for late 
month and ea.U April. Apnin : 
ig-C.ooper & Harrington. San 
Francisco. 

fKOPl.i: ().\ TIIK MOVK: 
rgc- Liiinpriis. to director of 
it isi n*i and sales promotion. l!in- 
& Smith (Craxola Cravonsl . . . 
John M. Itiminnl. from market ing 
■tor. Miles Laboratories, l'an 
rican to director of international 
operations Lanolin 1 * I it— . . . Douglas 
Scott, to product improvement 
nger Scott Paper Company's mar- 
ket development group . . . \Y. It. 
Bryan, to advertising; manager 20 
Mule Team Products. l/nited States 
\ & Chemical. 

Krsigns: John L. ItriYkrr a- cor- 
porate \ .p. for marketing and com- 
pany director. Colgate- Palmoli\ e. 



pkopu-: on rni': movk: Koi»- 

ert I.. Thalllolcr. from Johns,,,, & 
Johnson's Personal I'lmlncts Co.po- 

(. Ipte-I d ... In •.. •.„:,!. I,t cr i\ 
Neuell . . . Joseph Mrl'nihm.l. 
from manager. Control Dept.. to ac- 
count e\eenti\c. General Telephone i. 

count. kmh.er . . . Ui.Iu.r.l II. 
Itchrimin. from assii-tant director, 
research, to director that department, 
Gardner . . . Itu; McWeeny, from 
hroadea.-t and print media manager. 
Tathani-Paird. Chirago. to associate 
media director. Camphell-Mithun . . . 
Itruil Collin.-, from creative director. 
LennenX Neuell. to cop\ director ami 
creative coordinator. \\ \ man. San 
Francisco . . . Kill Parker, from 
Cnlaw \d\erti>iug. to account exetn- 
lixe. LibertN Uecord.-. KC.RS Radio 
and Cnion Mortgage accounts. \n- 
derx.n-McConnell. llolhvsnod . . . 
Raymond I). Slrakosch. from av 
si>tant achertising manager. Bridge- 
port Brass. Bridgeport. Com... to pub- 



Wa-n. Hi.lhimilT ,\ l!\a... Philadel- 
phia . . . Kohclt \. Fillmore, from 
K. 1. du Pont de Vmnur- S Co.. in- 
dustrial a.herlKing and sale- p.o.no- 

\\er. Philadelphia . . . liohcrt Den- 
ning. from account e\eeuti\e P.r\an 
lloit-tolt. to account e\ecilti\e. l.i-tcr- 

acconnt e\ecnti\c. LiMcri.ii' \uti- 
.eptit-. Lan.hert \ lVa>Iex ...George 
li. Fisher, from l-T-F Circuit Break- 
er Co. assistant in accounting to me- 
dia estimator. \\er. Philadelphia . . . 
Theodore Kauiiuili. from Ithaca 
College t\ radio department. Ithaca. 
\. ^ .. to ass(»eiate connuereial pro- 
department. \\er. 



Wil- 

d media. 



Nov, \ork Cit\. 
The) Here named n.] 
liuni C. Pckki-r. directoi 
at Lamhert & Fea>lc\ . . . Thomas 
L. Harris, and metnlier e\ecnti\e 
committee, at Daniel J. Kdeluian i, 
\s-ociate-. Chicago . . . Kodncv V . 
Mutch, crealbe director, at \ an- 
guard Advertising . . . Doug .Man- 
son. neu l.usine-s de\ elopn.cnt. at 



WINNER of vacation trip to Jamaica, Mrs. 
argot Telelti of Reach-McClinton at party 

for advertising reps to announce John Blair 
s sales rep for WQXt, Atlanta. Barry Sher- 
San, radio 'tv dir. of Esquire, presents prize 




• ITELEPHONED contribution pledges for 1961 
■j County Heart Association's fund are re- 
I ceived by Jay North, who. with Bob Denver 
^toolr part in KFMB, San Diego's radio appeal 





AFFILIATION agreement between Taft Broadcasting Co.. Cincinnati, and ABC networ* is 
signed by Hulbert Taft, Jr., pres. of Taft Broadcasting. Seated with him is Julius Barnathan, 
ABC v.p. for affiliated stations. Present (l-r) are: Robert Coe. v.p. in charge of station relations, 
ABC; R. T. Schlinxert, v.p. and gen'l mgr. of WBRC-TV, Birmingham; Fred von Stade. gen'l mgr. 
of WKYT, Lexington; L. H. Rogers. It, v.p. in charge of operations. Taft Broadcasting Co.; Sam 
T.Johnston, gen'l mgr.. WKRC-TV. Cincinnati; end David G. Taft, exec. v.p.. Taft Broadcasting. 
All Taft-owned tv properties, including WTVN-TV, Columbus, are now affiliated with ABC 



Jerry Fields Associate- . . . Alec Tay- 
lor, account supervisor, at Hales. 



Storer Broadcasting has switched 
its corporate ad\ ertising account 
fvom Peter Finney, Miami, to 
.McCami-iMarsehalk. 

Robert Crane will supervise the ac- 
count in the agency's Miami office. 

Fach of Slorer's seven radio and 
five tv stations will continue to retain 
its present agency in its local market. 

Agency u j> p o i u t in en t » : Sterile 
King to Jerome O'Learv. Boston 
. . . Relaxacizor. L.A., and' The Fed- 
eral Life & Casualty. \ew \ ork, to 
Metlis and Lelum, \ew York Citv 
. . . The Jack Tar hotel chain to 
Hume. Smith. Miekelherry. Mi- 
ami . . . Owl Rexall Drug Company, 
LA. 131-slore chain in Wot) to 
Beekimui. Kohlitz, L.A. . . . Tru- 
Ade (fruit juice soft drink), Elgin. 
III., to Guv Davis &■ Associates. 
Chicago. 

Mergers: Bozell & Jacobs with 
The Phil Gordon Agency, both 



Chicago . . . Panics Chase. L.A.. 
with Fletcher Richards. Calkins 
& Hidden. 

Kudos: Gordon E. Navan. v.p- 
treasurer of Norman. Navan. Moore. 
Marmeau & Baird. Grand Rapids, 
Mich., named Ad Man of the Year U 
the Grand Rapids Advertising Club. 

Name change: Frank Moreland Ad- 
vertising. L.A.. to The Frank More- 
land Company. 



Triangle Stations, in broadening 
out its sales divisions, has set up 
a branch olliee in Chicago and 
named, as manager, one of its 
station men. 

The midwestern sales manager: 
Frank B. "Bud" Palmer. WFBC AM- 
FM & TV. Altoona-Johnstown, Pa., 
general manager since 1957. 

The WFBG post has been fdled by 
John C. Stilli. a former Vest ingho use 
Broadcasting station man. 

#■ 

Ideas at work: 

. KKON-TV. San Francisco, has 



signed up over 26.000 youngsters as 
members of its new 1-K Club during 
the past fiv e weeks. The youthful v iew- 
ers wbo were made eligible to join 
just by sending along their names and 
addresses, have been issued club 
badges and individually numbered 
membership cards. A variety of 
stunts, contests, personal appearances 
and theatre parties are being planned 
as additional facets to the promotion. 
The club was promoted as a part of 
the station's two children's programs 
— Bozo the Cloirri and Popeyc. Extra 
membership bonus: club members are 
extended special invitations to at- 
tend one or both of the programs inl 
person. 



Sports buys: Falls Citv Brewing, 
for the 10th \ear, will sponsor the 
seven Stakes Races of the Churchill 
Downs Spring Meet over WHAS-TV 
Louisville. 

Sports note: WOOD-TV. Grand 
Rapids. Mich., last week, telecast live 
the World's Championship Three 
Cushioned Billiards Tournament. 



Kudos: K1TV. Los Angeles, re- 
cipient of the first television award 
made by the Church Federation of 
Los Angeles for "ten vears of continu- 
ing telecasting of a church service 
each Sundav" . . . WI1KC-TV. Roch- 
ester. V. Y.. general manager and v. p. 
Lowell 11. MacMillan. elected di- 
rector at large. Advertising Council 
of Rochester . . . WTVH. lVoril 
111., promotion director Gary Grel 
ham winner of the creative promo- 
tional award for liis outstanding TV 
Guide series, and continuity director 
Frank Elders, winner of the televi- 
sion crealiv ilv award during the Pe- 
oria Advertising and Selling Club's 
sixth annual advertising competition. 

Tliisa'n* data: WAST-TV. Alhanv. 
brought New York Citv talent III 
Clancy Brothers and Tommy Makem 
who headlined recently at the Blue 
\ngel I before its cameras in a spe- 
cial St. Patrick's Dav program . . . 
WFll/lV. Philadelphia, featured a 
fashion show video-taped at lless's 
Department store in Mlentown last 
week and cinceed by the store's sales 
(Please turn to pope 6f>) 
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"Look South for new economic 
strength. . . look at the Jackson 
TV market area 
J for solid growth 
and a sound 
future." 

Served, 1954-1957, as 
Head of Largest World-wide 
Masonic Organization 
(Royal Arch Masons) 

TOM Q.ELLIS 

Clerk, Supreme Court 
of Mississippi 



WLBTnOllingoerj 3 I WJTVhdtz 12 



Serving the Jackson, Miss.Jelevision Area 





You piek 
your salesmen 
carefully . . . 

Choose your air salesmen 
just as carefully . . . 

Check List for Hiring Salesmen: 
7 INTEGRITY 
7 STABILITY 
7 RESPONSIBILITY 

You look for these qualities when you hire a salesman. 
Be just as sure you get them when you hire air salesmen. 
In Des Moines KRNT and KRNT-TV Air Salesmen 
have these qualities. Thafs why people believe in and 
depend on KRNT RADIO AND TELEVISION: 

► People have been dialing KRNT Radio for reliable news and 
sports information for 26 years. Highest ratings for years. 

°" "lied. SP 

religious and civic- 
hedules. 

ar the biggest share 
s 80% of the local 

Check our ratings with the Katz Man. 
:an help you hire our salesmen, too. 

KRNT 

Radio and TV - Des Moines An °p< rali ° n ° f com**- mb S 
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KWTV - OKLAHOMA CITY Represented nationally by Edward Petry & Company. Inc. 



Whais happening in U. S. Government 
tliat affects sponsors, agencies, stations 



WASHINGTON WEEK 



20 MARCH 1961 

Owyrtiht IMI 
IfOKMR 
PVtUOATION* INC. 



The FTC prepares for an injection of new blood, while the FCC slowly rounds 
into its new shape. 

Antitrust experts Paul Rand Dixon, slated to be the now FTC chairman, and Philip El- 
man, both antitrust experts from the Hill, had their confirmation hearings. 

Although both pledge continued activity on the false ad front, the FTC also has 
responsibilities in the antitrust field. With the backgrounds of the two men, it would appear 
there will be strengthening of Commission activity in that field. Budgetary limitations being 
what they are. a step-up in one direction must mean a drop in another. 

President Kennedy will get to appoint a third man to the five-man FTC in the fall. He 
has already announced his intention to appoint Everette Maclntyre, counsel to the House 
Small Business Committee, to that spot. Then an outright majority will have background and 
special interest in antitrust matters. And that will be the new FTC. 



With new chairman Newton Minow still immersed in his "homework", the trend at FCC 
continues slowly to emerge. But there are already definite signposts along the road. 

Minow appears set to team up with Commissioner Bartley as a pair ready to vote for 



most matters, Lee will make it a threesome. 

closer to Craven in voting for fuller 
raining and conduct their own affairs, 
riiddle position, where two can swing the balance 



stronger scrutiny of station operations. On 1 
Over on the other side, Hyde is mo 
freedom for stations to build their own 

This puts Ford, Cross and often Lee in the n 
back and forth. 

Out of this new situation will emerge a voting formula on renewal of station licenses. 
First, however, the FCC will adopt its proposed new application forms, with probably all three 
of the "middle ground" commissioners voting with Minow and Bartley, opposed only by Craven 
and Hyde. 

Following adoption of the form, there will be casc-by-casc voting on specific license re- 
newals, and only then will it be established how far the Commission majority will go in the 
programing field. 

Prospects are that some licenses will fail of renewal. This would, in turn, result 
in a court case which would officially outline the FCC's power in this field. 

Stations not caring to be guinea pigs in this historic court case need only review the 
promises they made when they applied for their licenses, thereafter making sure their pro- 
graming is as they represented it would be. The FCC has. itself, held that it has no power at 
license renewal time beyond holding stations to their promises. 



Rep. Oren Harris (D., Ark.) holds his fire, but keeps bis powder dry. 

Expected on the Hill shortly is a message from President Kennedy about the regulatory 
agencies. If the message appears to be leading toward White House "interference" with the 
agencies, Harris will blast. 

Harris prepared for any test nhich might come by resigning all chairmanships 
of subcommittees of the House Commerce Committee, of which he is chairman. This 
permitted him to take the chairmanship, and to concentrate much of his attention on, his new 
permanent subcommittee on regulatory agencies. 

A side effect of all of this was elevation of Rep. Morgan Moulder (D.,Mo.l to the chair- 
manship of the communications subcommittee, where he will have jurisdiction over the 
FCC and broadcasting. Moulder started out on the now-defunct Legislative Oversight sub- 
committee, and quit when lie thought it was going to "whitewash" the FCC and the broadcast- 
ing industry. 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 



20 MARCH 1961 Sterling Tv and Wolper-Sterling have taken a giant step toward the explora- 

copyright imi tion of a new syndication market: the special for regional or national spot film t 

SP0N8OR Latest is Legend of Valentino for Peter Pan in 25 markets in May. 

Last week it was Race for Space and Project: Man in Space, both sold to Tidewater Fly- 
ing A gasoline (FC&B) in 50 cities. In some markets the films will be repeats. 

The prototype for this sort of special was the Race For Space documentary of 
a season ago, used by Shulton in national spot film. 

The Valentino special, just finished, is one of six Wolper-Sterling is making and Sterling 
Tv is selling for this year. 



At the moment stations have taken over some of the role previously played by 
film studios in the supply of new tv programs for syndication. 

Two of these are commentary and discussion programs originated by WNEW-TV, 
New York, and syndicated by Banner Films: A Way of Thinking with Dr. Albert Burke 
and John Crosby. 

Economics-minded observers see contrasted to the new importance of stations as program 
suppliers the timidity of some conventional producers on making excessive produc- 
tion investments. 



Last week's third Patterson- Johansson bout set a new record in the internation* 
al tv film box-office for an event of its type. 

Fremantle International reports sales to 29 markets, some of them paying twice the 
price of the boxers' second match. 

Syndication sales activity at NTA this week included renewals of Play of the 
Week and new sales of Assignment Underwater. 

There were second year renewals of the dramatic series in ten major markets. The ad- 
venture show now reports a total of 20 western sales as part of its national total of 70 
stations. 

(For details, see FILM WRAP-UP, p. 69.) 



Those post-1948 features arc giving new life to tv movie ratiugs, in turn yield 
ing fresh business for Loth stations and feature distributors. 

Handiest feature groups to follow on the ratings scoreboard are the Screen Gems pom 
1948 Columbia pictures because of their simultaneous exposure on the five CBS o&o's. 
Here are Trendex ratings for three of the pictures in two cities: 
PICTURE & YEAR RATING & SHARE 

New York Los Angeles 

All the King's Men (1950) 23.9 (76.6% 24.2 (62.1%) 

Phffft! (1954) 18.1 (59.8%) 17.7 (67.670 

Death of a Salesman (1952) 22.5 (72.57o) 26.7 (70.27o) 

Air dates were 28 January and 18 and 25 February. 
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FILM-SCOPE continued 



Screen Gems sold its post-19-18 Columbia* and pre- 1944} Universal to eight 
more stations. 

Three of the stations also bought a newly-released package of Columbia action pictures of 
a shorter than usual (65-75 minutes) length; all eight stations plus the five CBS o&o's bought 
On the Waterfront for telecast after 1963. 

Those three stations that bought the 210 previously released post-1948 Colunihias plus the 
action package of 50 also bought the following numbers of pre-1948 Universals: 
WTIC-TV, Hartford, 105; W0A1-TV, San Antonio, 105; and WKBW-TV, Buffalo, 250. 

Five other stations bought the 210 Columbia package and the following number of Univer- 
sals: WSYR-TV, Syracuse, 105; WAPI-TV, Birmingham, 105; WTPA-TV, Harrisburg, 105; 
WHBF-TV, Rock Island, 115; and WOOD-TV, Crand Rapids, 90. 

Price levels for post-1948's are reportedly 50% or more above prior levels. 

Two film veterans, Leslie Harris and Ernest Fladell, have turned agencymcn 
hut will promote syndicated shows for ABC Films. 

The link comes about through the syndicator's appointment of a new agency, Fladell, 
Harris & Breitner. 



The oldest and most durable film shows in syndication are the continuing 
sports series. 

Tel Ra's National Football League Highlights, for example, started back in 1949 and 
will go into its 13th consecutive year in the fall. 

The 15-week half-hour series was sold in 78 markets in 1960. 

Renewed interest of women in sports shows such as bowling is making possible 
new daytime stripping patterns for Walter Schwimmer's Championship Bowling. 

Newest sales pattern of the show is one of Monday-through Friday afternoon strip 
programing; first market to air the strip will be Los Angeles in April. 

Trade observers were watching MPO's opening of a new Hollywood studio as 
part of the progress of a produce using "unconventional" methods. 

Those so-called unconventional methods, which have made MPO something of a maver- 
ick among the major commercials producers, are actually quite traditional. 

In an era characterized by mergers and expansion into tape production, MPO has been 
the only producer of mammoth size to stick to its film-and-independent status, avoid- 
ing adventures into tape and not entering into mergers, although it had explored them. 

MPO's reliance on traditional strategies (it issued stock for new financing instead of en- 
tering a merger) also saved it from some of the myriad tape embarrassments that 
plagued Filmways, EUE, and CBS, all producers who had to kill or curtail tape commercials 
production after a try at it. 

Prc-productiou planning is paying off at Videotape Productions where it was 
possible recently to finish four complicated commercials in around three hours. 

Commercials, for Nabisco (McCann-Erickson) , were done last month in just nine takes 
even though eight scenes and full production was involved. 

The tapes, made late last month for immediate network use, were done by producer 
Ceorge Weber and agency director Charles Powers. 
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A round-up of trade talk, 
trends and tips for admen 
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OHVrlfht ISSI 



Two agencies that are sitting pretty in the way of new products (in the testing 
stages) are Compton and J. Walter Thompson. 

Compton, in particular, has six of them, any one of which could eventually bill as 
much as $10 million, and the same applies at JWT with at least five such. 

Of course, what often happens is that the agency that successfully kicks off a product 
often winds up with just the kudos: the product is shifted to another agency in the cli> 
ent's stahle. 

The histories of the two above agencies are loaded with examples of this kind. 



If you don't think that the FTC hasn't got ad people instinctively looking over 
their shoulders, then you haven't attended a commercial judging session. 

A graphic example of this happened last week at the initial meeting of judges for the 
American Commercials Festival which reaches its climax 8 May. 

The subject had to do with the oral hygiene category and the product under particular 
scrutiny in a commercial was a denture powder. 

Some of the judges got into a long and heated argument on whether the FTC might 
frown on that denture powder blurb because the actor biting a sandwich in it actually, 
as some of them knew, didn't wear false teeth. 

P.S.: because of the philosophic point the decision to admit was held in abeyance. J 

Evidently the gates have been opened wide again, particularly at NBC TV, to 
these entrepeneiirs who furnish the giveaway merchandise on game shows. 

One of these middlemen is soliciting accounts at agencies with this proposition: S200 
can get the flash of a footcard showing the advertiser's product pins a 15-word 
mention. If a sample is contributed as a prize he gets an additional plug. 

That $200 expenditure works out to a cost-per-1000 of between 7-100. 

The come-on: for a few hundred dollars a manufacturer can tell the wholesalers and 
retailers via his salesmen that he's on tv. 

The shows specifically mentioned by one entrepeneur: Say When, Concentration and 
Truth or Consequences. 

There's a sardonic tinge to the activity of an agency after it loses a prize account. 
What happens frequently is this: 

• Practically every worthwhile account in the same field is solicited. 

• Pulled off the shelf and dusted off and slightly updated are ideas that the lost account 
had appraised and rejected. 

• Inquires the solicited ad manager of himself: "Why hasn't my own agency come 
along with fresh thinking like this?" 



Tv/radio critics ought to compare the amount of advertising vs. reading m# 
tor in newspapers as just revealed by the Association of Newspaper Representation! 
before they tee off any more against air media overcoiiunercializatioii. 

The ANll figures: the 1959 average was 23.11 pages of advertising to 14.39 pag« 
of news and whatnot, making the balance for ads 60%. 

Commercial ratios as they prevail in tv: nighttime network, including chainbreafes, 
11%: daytime, 11-15%. And in radio the trend locally is to keep it well within 20%. 



00 
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WRAP-UP 

{Continued from pa^e 60) 

promotion malinger anil hoard num- 
ber Wayne llolben. 

PEOPLE ON THE MOVE: John 
I". Ciuuliir. WHNC-TV, Hartford- 
New Haven. Conn., general sales man- 
ager, named station manager . . . 
John Baade, Jr.. to local sales man- 
ager, and John K. Chamberlain to 
local sales staff, both W'OAl-TV. San 
Antonio. Tex. . . . Casey Cohlmla. 
\\'FAA-T\ newsman, to director of 
promotion and publicih , WFAA ra- 
dio and tv . . . Jack O'Cradv. from 
writer-reporter, new s division WNFW. 
New York City, to assistant news di- 
rector. \V\FA\ TV . . . Boheri B. 
Paris, from sales staff. WNBR. Jack- 
sonville. Fla.. to stales staff. WTTG. 

Washington. 1). C Knth Antler. 

son, WSBT-TV. South' Bend. Intl.. 
personality, to woman's director. 
WSBT radio and tv . . . Len Gurry, 
to advertising continuity director. 
WLOS-TV. \shevillc. N. C. . . . 
Bulph MeFnrhmd, to production 
manager; Jerry Fraser. to tv direc- 
tor: and Malcolm Tyler to station 
photographer, all WJBF. Augusta. Ga. 
. . . Charles II. Cach, Jr., from 
promotion manager. WSM-TV, Nash- 
ville. Tenn.. to director of sales pro- 
motion. KTV1. St. Louis. 



RecS;o Stations 



Uiehuioiul. Va.. radio station 
WBVA reeapped the highlights 
of its .'Jo broadcasting years and 
documented them in a 20-page 

The black-and-white booklet is 
sprinkled with nostalgic photos of its 
earl\ people, programs and special 
events as well as its present day 

Philadelphia radio station W1BG 
stirred tip quite a finery of Erin 
nostalgia in the Quaker City on 
St. Patrick's Day. 

All day long, the station broadcast 
newscasts featuring local news tid- 
bits, weather forecasts and tempera- 
tures from major cities and little 
towns all over Ireland. 



Ideas at work: 

• MSN", Portland, Ore., stimulat- 
ed extra interest in its W ashington s 
Birthday programing by running a 
Cherry Pies for Utile W hite Lies 
contest. The contest idea: listeners 
were asked to try to delect "whop- 
pers"' told by the station's deejay 
staff. The listener then called the sta- 
tion to report his find, and to claim 
his prize: a cherry pie. 

Thisa % n' data: KBIG. Catalina. 
Calif., took to the air with kites id 
guide the automotive trade and trade 
press people to a dinner announcing 
the year-long In auto races broadcast 
package sponsored by \\ illard Bat- 
teries. Kites were down directly over 
the dinner-meeting place, the banquet 
room at L.A.'s Blarney Castle . . . 
KSET, Fl Paso. Tex., was highlight- 
ed recently by a weekly publication 
put out by the city's Sun Publishing 
Co. which devoted the entire issue to 
profiling the station's operations, pro- 
grams, people and sponsors. 

More thisa lC data: WIL.St. Louis, 
has put together a broadcasting ca- 
reer presentation to alert high school 
students to career opportunities in 
broadcasting . . . WABC. New York- 
City. Apple for the Teacher promo- 
tion which has attracted some 2,000 
letters, will be continued for the re- 

eration with the \ & P compam . . . 
WMAQ. Chicago, put its new 30- 
kilowatt transmitter into operation 
last week . . . KTIX. Seattle, has re- 
ceived approval from the FCC to ex- 
tend its broadcasting hours from day- 
time operation to unlimited full time 
status. 

Kudos: W'APO. Chattanooga. 
Tenn.. commercial manager. Walter 
II. Stamper, named head of Chat- 
tanooga Chamber of Commerce Mem- 
bership and member relations com- 
mittee . . . WCBS. Miami, commu- 
nity projects director Don Bntler 
appointed member of newly formed 
committee to study metropolitan siov- 
ermneut in Dade County . . . WIILL 
Hempstead. L. 1.. public affairs direc- 
tor John T. Clayton, appointed 
commercial radio coordinator. Na*. 
sau County Civil Defense . . . KDIA. 
San Francisco-Oakland l!a\. Calif.. 



lecipiei.t of \nierican Heritage Foun- 
dation "informed vote" and '"contrib- 
ute to \our party" awards and the 
1961 Brotherhood Certificate of Rec- 
ognition from the National Confer- 
ence of Chlistians and Jews. 



.More kudos: KFSD, San Diego, 
news director Pat Iliggins named 
head of YVirephoto Study Committee. 
Associated Press Radio' and TeleviJ 
sion Wn. . . . WIIAS, Louisville. 
Ky .. recipient of TV Radio Mirror's 
Gold Medal Award for "best over-all 

. . . WBzf Boston, personality Dave 
Maynard awarded Certificate of Ap- 
preciation by the National Polio 
Foundation for bis Ma\nard March 
for the March of Dimes . . . KNCK. 
Concordia. Kansas, president and s) a 
tion manager W. F. Dancnbarger 
appointed to four-year term, Kansas 
State Board of Regents. 

re- 
call letter change: WKTL. SI J 
boygan. W is., to WKTS . . . KFSD. 
San Diego, to KOGO. 

Station acquisition: KAGE, Win- 
ona. Minn., sold In Albert S. and 
Patricia W. Tedesco to James Goetz. 
Bex l'Aler and Merlin Me\ thaler. 
Monroe. Wis., for $10.5.000. Sale 
brokered In I lamilton-Landis & As- 
sociates . . WLOW. Portsmouth. 
Va.. sold by Joseph Maloncv. Arthur 
llale\. John Quinc\ and Richard Ma- 
guire to Providence Radio, Inc.. for 
$250,000. Sale brokered by Paul 9 
Chapman Co. 



Ilappv hirthdav: WA( )K. Atlanta. 
Ga.. celebrating its 7th annixersary. 

PEOPLE ON THE .MOVE: I 
James .MeEiianey. Jr.. to general 
manager. WHIM, 'providence' H. I. 
. . . Neal Van Ells, from news direc- 
tor. WNT\. New York City, to pro- 
gram director. W'LW'A. Atlanta . . 
John B. Whittaker. to account ev 
ecutive. KFWB. llolhwood . . . 
Frank B. Cummins, to account ex- I 
ecuthc. WSBT. South Bend. lnd. ... 
Bol> Bcrinucr. to programing and 
production manager. \\ KTL. Sheboy- » 
pan. Wis. . . . Erie Boss, from ac- 
count cxecnti\e. KOSL Aurora. Colo.. 
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lo xalcs staff. kICY. Dc.ncr . . . 
Rtehard II. Gimdlc, to commercial 
manager. W'T.MT. Louisv ill.-. k\. . . . 
Sam Somora, lo promotion man- 
ager. WJBk. Detroit . . . Felix 
Adams, from KC.MS. Sacramento. 
Calif., to merchandising director. 
KUAK, that cilv . . . Jack Keith, to 
sales manager WCTO. Cv press Car- 
dens. Florida. 

MORE PEOPLE ON THJ-: MOVE: 
fed Hepburn, from local sales man- 
ager, to general sales manager: Bob 
Shipley, from program director to 
operations director, both W1IL0. 
Akron-Canton. Ohio . . . Hill Mus- 
scr. from account executive W\RM. 
Icranton Wilkcs-Rarro. Pa., to New 
York oflicc. Susquehanna Broadeast- 
illST ( WARM. Scranton AVilkes-Barre: 
WS15 \. York -Lancaster - llarrisburg : 
and W11L0. Akron-Cantonl to co- 
ordinate and develop sales promotion 
. . . Marvin Mirvis. to general sales 
manager: William S. ' Plrie. Jr.. 
local .-ales manager: and Jack Parks, 
national sales manager, all WITH. 
Baltimore. 



Networks 



ABC's The Untouchables took 
top honors with a 32.2 rating in 
ARB's Multi-city arhitrou report 
for the week of 6-1 2 March. 



The report shaped up like this: 









.NET- 




PROCRWl 


RATING 


WORK 


1. 


The Untouchables 


32.2 


\nc 


2. 


Candid Camera 


32.0 


CBS 


3. 




2JU 


\BC 


4. 


Kd Sullivan 




CBS 


5. 


Cunsmoke 


25.2 


CBS 


6. 


Garrv Moore 


24.5 


CBS 




Dennis The Mena 


^e 21.3 


CBS 


8. 


Damn Thomas 


23.6 


CBS 


9. 


Wagon Train 


23.6 


NBC 


If). 


77 Sunset Strip 


23.5 


ABC 



New affiliates: WSNO. Barre-Mont- 
pelier. Vt. and WAHJ. Adrian. Mich, 
with CHS Radio . . . KARA. Al- 
buquerque. \". M.: KTOK. Okla- 
homa City. Okla.: WTYE. Roanoke. 
Va.: KSRW. Salinas. Calif.: KO.ME. 
Tulsa. Okla.: and KIRL. Wichita, 
k'ans. with ABC Radio. 



Kudo*; Theodore I'. Ivoop. direc- 
tor of news and public affairs. CBS 
News in Washington, recipient of the 
\uwrirnn Lcsi.iii Plaque of recogni- 
tion -in recognition of his numer- 
ous personal achievements as a news- 
paperman, author, radio and tele.\ ision 
news director in keeping with the 
finest tradition of Sigma Delta Chi."' 



PEOPLE O.N THE MOVE: Don 
». Cnrran. from sales promotion 
manager. KTV1 . St. l.ouis. to pub- 
licit) and promotion director. ARC 
o&o radio stations . . . Richard J. 
King, and James T. Inch, to Ca- 
nadian representatives. NBC Interna- 
tional Enterprises . . . Ihirlield 
Weedin. lo program director. K\X 
Radio and the CliS Radio Pacific Net- 
work lack Allen, to Mutual Ra- 
dio as New ^ oi k news bureau chief. 



Representatives 



PEOPLE ON THE MOVE: David 
N. Simmons, from president. Sim- 
mons Associates, to \ .p. television di- 
vision. Devuey-O'Connell . . . Ar- 
thur O'Connor, to \ .p. radio divi- 
sion. Devi><$--0'Coniiell . . . Thomas 
E. Wood, from George 1'. Holliug- 
berv. lo 11-R Radio sales staff. New 
York City . . . Gerald Miihlcrrig. 
from account executive, 11-R. to radio 
sales staff. Daren F. McGavrcn . . . 
Carleton F. Lonek*. from president. 
Radio Programing Service, to eastern 
sales manager. Spot Time Sales . . . 
John Fernandez, from sales man- 
ager. NTA Spot Sales, to general 
sales manager, that companv . . . 
John L. Herbert, from 11-R Repre- 
sentatives sale- staff, to Katz. New 
York radio sales . . . Harvey Glor, 
from \dam Young. Chicago, to Chi- 
cago office sales staff. Daren F. Me- 
Gai ren. 

Rep appointments: KGA. Spo- 
kane. Wash.. WNCG. Charleston. 
S. C. and WEEN. Kaston. Pa., all 
lo Walker-Raw all for national repre- 
sentation. 



Film 



Some encouraging: statistics for 
syndication arc reported by Ziv- 



I'A: direct sponsor Roving- is on 
the increase. 

The distributor's mo-t recent show- 
put on the market. Miami I nderrovcr, 
reporlcdh made (A)", of its sales di- 
reetU to sponsors. 

It's the increase of national spend- 
ing in svndieation that's parth re- 
sponsible for the tendcucv. 

But more diNersifird selling i- al-o 
a factor: sponsors of the slm« are 
from do/ens of different categoric-, 
including- beer. food, auto dealers, 
furniture, soaps, drug stores, farm 
equipment, and main others. 

Sales: 

Ziv-FA's l/)«iin I ndercover reaches 
131 markets, latest sales being Time 
Finance on WII \S-TV. Louisville: 
Rusch Bavarian on k'WTV. Oklahoma 
City, and WJI1G-TV. Panama Citv : 
\. H. Perfeet on Wl'TA. Fort Wavne: 
Royal Redding IDubin) on W.JAC- 
TV. Johnstown: International Har- 
vester on kCW-TV. Portland; John- 
son's Wax and Polb's Food Service 
on W1LX-TV. Jacks,,,,: LeBlanc Au- 
to Sales and Southern States Drugs 
on KLFY-TV. Lafavettc: and stations 
k\LY-TV. Spokane: WATF-TV. 
R'noxNille: W1CS. Springfield-Deca- 
tnr: WCllC Chainpaign-l'rhana : 
W1CD. Danville, and k'VAL-TV. Eu- 
gene . . . Trans-Lux TV's Felix The 
Cat to K'HOA-TV. Quincv : KCLO- 
TV. Ma-on Citv ; W11BF-TV. Rock 
Island: kT.YC-TV. Mankato: Austral- 
ian Broadcasting Conunission and 
\rabian-American Oil Co.. Saudi 
Wabia: linerican Civil War to 
k'FVS-TV. Cape Girardeau: k'GLO- 
TV. Mason Cilv : KOYO-TV. San An- 
tonio: WSU-TV. Wansau: kQTV. 
Ft. Dodge: WSTV. Stenbenville: Mil- 
waukee Public Librarv on W1TI: 
Encyclopaedia lirilannica Film Libra- 
ry to kOXO-TV. San Antonio: 
\\VFX-TV. Hampton, and WS.AF- 
TV . Wausau. 

More sales: YTVs Assignment Cn- 
ilencater to k'OB-TY. Albuquerque: 
KFRO-TV. Bakcrsfield: k'GHL-TV. 
Billings: kllSL-TV. Chico: kkTY. 
Colorado Springs: kTVIf. Dcmer: 
kCDA-TV. Denver: kP110-TV. Phoe- 
nix: K01N-TV. Portland: KXTY. 
Sacramento: kSI.-TV. Salt LakcCitv : 
KFMBTY. San Diego: KP1X. San 
Francisco: K\Li-TV. Spokane: 
k'0LD-T\ r .. Tucson: kTVW. Tacoma. 
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end Kl MA-TV, Yakima . . . NT V.* 
Play of the If eel; renewed hv KCOP. 
Los" Angeles: KO\-T\. Denver: 
WT1C-TY. Hartford: WILL-TV, 
Champaign: YVCVTY. Chicago: 
WSJV-TY. Elkhart: WBAL-TV, lial- 
timore: WHEN -TV, Buffalo: WROC 
TV. Rochester: WFMVTA. Creens- 
boio. and K1NC-TV, Seattle. 



\e\v York music comme 

er. is appointing representatives 



tn.L 
produc- 



I'romotion : WNEW-TV. New 

York., reports great success with its 
Felix the Cat promotion, now extend- 
ed from four to eight weeks. Almost 
8 thousand card- were received the 
first week and an average of 17 thou- 
saud the second anil third weeks. 



Other sales: Banner Film- reports 
following sales: Debbie Drake to 
WGR-TY. Buffalo: WTVO, liock- 
ford: WKHT. Evan.-ville; YVJBF-TV. 
\ugusta: WKAL-TV. Ualeigh; 
\V\1CT. Memphis: KCIIL-TV, Hill- 
ings: WRBL-TY. Columbus. C,a.; 
WBUZ-TV, Baton llouge: WO \L-TV, 
Lancaster; WJIIC-TV. Panama City, 
Fla.: KLEY-T\ , Lafayette, and re- 
peats to WSB-TY. \llanla: Bob! Jour- 
ney and / Search For Adventure to 
KENS-TV. San \utoi.io: \V\EM-TV, 
Saginaw: KTVR. Denver: KIM \-TV, 
Yakima, and KPIIO-TV Phoenix: 21 
Tarzan pictures to \\ SIL-'l \ . Harris- 
hnrg; WJBF-TY. Augusta: \YS0C 
TV Charlotte: WOW-TY. Omaha, 
and WEHT. Evairsvilte: 12 hour pub- 
lic affairs s])ecials to \Y\BQ. Chica- 
go: KEYS-TV. San \ntonio: KSL- 
TY, Salt Lake Cilv : K0C0-T\ . Okla- 
homa City: KTL V Los \ngeles and 
KT\'K. Phoenix; and Cartoon Clas- 
sics to KGLO-TV. Mason Citj : 
W'MTY. MailiM.ii: K1IQ\-TV. Qni.i- 
c.\ : KEYC-'I V, Mankato: \Y VLB-TV. 
Albauv. and WJ1ICTV. Panama City . 



PEOPLE ON THE MOVE: lly 
Ifolliiiger appointed ])nhlie iclations 
manager and Will Haltin adminis- 
trative assistant to president Loui- A. 
Nov his, in New Yoik oflice of Inter- 
national Telemeter Company, a unit 
ol Paramount Pictures. 





Two more radio stations, in an 
effort to combat recession under- 
currents, are conducting: area 
"buy now" campaigns. 

The station- -and the methods: 
• KQV, Pittsburgh, has put all of 
its air personalities to work in ursine 
listeners to go ahead and buy needed 
item- and not to shehe building and 
home improvement plans. The theme: 
liny now, if yon can affonl it. 

. WPEN. Philadelphia, launched 
a series of hard-hilling editorials tell- 
ing listeners to shop in the Philadel- 
phia area and why they .should do 
so. The editorials are in this vein: 
"Join the march to prosperity. Shop 
Philadelphia area now! Your dollars 
will stimulate the economic recov- 



Pnblic service in action: W.MCA. 

New York City, board chairman 
Nathan Strauss, aired an editorial 
urging the New York City Board of 
Estimates and the City Council to es- 

lo commemorate "real de( d- of the 
worthy and prevent recognition of 
the undistinguished and the notori- 
ous . . . \\TEN, Philadelphia, made 
it possible for a Hungarian refugee 
couple to speak, via transatlantic 
phone call, with their 11-year-old son 
whom they had not seen in five years 
through a Long Distance I'alentine 
contest . . . KISN. Portland. Ore. in 
an effort to institute a bit of safe- 

lar safe driving awar.fs to discerning 
driver-, via a traffic monitors spot- 
check system . . . WLHZ-TV. Ban- 
gor. Maine, i- reminding drivers to 
renew their driver's licenses (due. in 
that area on the driver's birthday 1 
via slides showing a traditional birth- 
day cake and backed up by audio 
that says: "happy birthday. 
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More public service action: 
W\ AC-TV. Boston, will telecast, this 
week. 121 March) an hour-long docu- 
inentaiv, Castro. Cuba and Commu- 
nism Danger at Our Doorstep . . . 

KDK V Pittsburgh, dev d two full 

two-hour sessions of its Program PM 
last week, to documentaries : Hirers 
Rising, a recall of the 1936 St. Pat- 
rick's Day Hoods: and a probe of the 
uueniplov incut situation. ^ 



years we have noticed a tendency in 
some markets to rely heavily on film 
to fill station option time, we have 
always resisted that trend. Admit- 
tedly, easier and often more profit- 
able-, film is not programing designed 
to fill community needs. 

Since our inception, we have pro- 
duced a regular daily schedule of 
new.-, weather and sports, plus spe- 
cially shows for women and chil- 
dren. This is a familiar pattern. 
However, in the past several years, 
our local schedule has expanded to 
include a series of special interest 
programs based on area needs and 
area history, scheduled in prime 
evening viewing time. New England 
is rich in history and tradition, and 
we have found a wealth of material 
of life in western Massachusetts. 
The programs, all very local in fla- 
vor, have met with huge success. 
Public reaction, as measured by mail 
and phone calls has never been 
higher. 

Our remote unit has also been put 
to good use over the past seven years 
covering local events of high com- 
munity interest such as The Eastern 
Stales Exposition, the installation of 
an Episcopal Bishop, Si. Patrick's 
Day parade, and Armed Forces Day 
at the nearby SAC base. AH events 
which could not be adequately pre- 
sented without the mobile unit. 

Our conviction is that local live 
programing is the only way to satis- 
factorily fill the needs and interests 
of the community in which we live. 
Local live can be as interesting and 
commercially successful as any net- 
work program. A case in point is 
I he Western Massachusetts High- 
lights. This program, highlighting 
life in western Massachusetts'", fea- 
tures in its Monday through Friday 
(7:15 p.m.) time period. local people 
with interesting activities, hobbies 
and accomplishments. Hit program, 
sponsored by ihc local electric com- 
pany since its inception in 1953. has 
chalked up nearly 1 ,650 telecasts and 
according to the latest Nielsen, rates 
a 20 in a four-station market. 

Not bad, by any means, for local 
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Allen A. Arthur has been appointed di- 

^^Q^H rector of advertising for KKWB. the ( ro- 

f well-Collier radio outlet in Hoik wood. He 

V^f^V rt.plar.-s Janet Bvers who resigned last 

l inontli. \n honor graduate of the I nker- 

^A^^T M *>«y of Southern California. Arthur began 

^H^^^^^^^l advertising-publicity a La? 

this by returning to I .S.C. where, for two 
years, he was promotion dir. Tor the past three years. \rthnr has 
operated his own public relations organization in Beverly Hills. Calif. 



I Robert Margulies, formerly production 
commercial supervisor on the Brown and 
Williamson account at Ted Bates ^ Co.. 

I lias been promoted to \ .p. in charge of 
agenc\ commercial broadcast production. 
Margulies joined Bates as a commercial 
fdm producer in 19.56 following a stint as 
a free-lance t\ director. Prior to that he 
was a t\ producer with Young & I'nbicam, 
and had been associated with Screen Gems 
The four-year W W II Coast Guard vet has 




it K'l VI promotion 



Don B 


Curran, KTV1 I 


5t. Louis promo- 


tion manager since 19.") 


has been ap- 


pointer 


to the newly created position of 




' of publicity an 


[ promotion for 


ABC's 


o&o radio stations 


Curran, whose 




isting career hegr 


n as announcer 


at KX( 


)B, .Norman, Okla 


during his I'm- 


vers Uv- 


days, was, in 19o3 


promotion nuin- 


aser of KOMA. Oklahom 


a Citv and later. 


for GriBi 


1. the parent romp 


tin. hi his pres- 



Jack Denninger, a 12-year Blair-T\ vet- 
fran. has been appointed to the company'* 
y created position of general sales man- 
. In this new post, Denninger will head- 
lip the organization*- new four-man sales 
dan group. A native of Cincinnati. Ohio, 
he new Blair-TV general sales manager 
|oined Blair-TV in 191(1. In 1953 he was 
nade eastern sales manager and a vice- 
Jresident. Prior to this affiliation. Denninger was with Sales Manage- 
nent magazine in \. "l . He served four years with the I". S. Navy 
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frank talk to buyers oj 
air media facilities 



The seller's viewpoint 



knowledge is the hey to maximum effectiveness in utilizing the television 
media, says Jay J. Heitin, WNHC-TV. Sew York's national sales manager. 
I give and take attitude between client and media seems to him to be the 
logical solution -in order to assure a vigorous growth of television as a vital 
part of the American communications industry. He answers seven problem 
questions and sees room for more debate if progress is the ultimate goal. 

Cooperative effort a must for tv growth 




TTh« growing pain* of the vigorous American communi- 
cation* industrv have never ceased since the Almanac days 
or Henja.nin Franklin. Remember how he had to get 'it 
published bv October so that the outlying colonists could 
get one of the 25.000 copies by New Year's? 

Television has sped things up a bit, but were the 
•Old Farmer" around lodav, lie might ask such questions 

( 1 ) W hat about dividend spots versus added discounts? 
(21 How much product conflict spread is enough? 
(3) W hen is product conflict real or antithetic? 
( I) Should the libation offered to ratings contain quali- 
tative oil? 

1.5) Are orbit spots all the rump they're said up to be? 

t(>) Just how does a client merchandise a spot schedule? 

17) What do yon mean minutes are in light supply? 

These seven questions aren't necessarily in league with 
all today's problems, but the) 're getting a big booting 
around. What we're rcallv saving is that the critics of ad- 
vertising will grow in importance and number if those of 
us tin what is realh u very small business) don't keep 
growing. An open mind is' what we need. \ lively and 

give and take that's not onlv health) but will make for 
continuing progress. 

So. when someone says that discounts are high enough 
and that the wav to overcome the summer drop-off is by 
the. station declaring a dividend in connnoditv equal to 
the client's expenditure, media people should think it 
through rather than ask, "What's wrong with him?" The 
agenev and client should be interested particular^ if the 
client can bank these announcements and use them as he 
pleases throughout the contract vear. 

As b.r product conflict. 'M years ago this wall was .•reel- 
ed and we've been in its tall shadow ever since. Now that 
smaller units of programing are being purchased bv many 
advertisers, smaller units of product conflict protection 
should be required. Otherwise, all the advertisers who 



want to use the medium won't be able to do so and that's 
the end of growth. 

Whatever areas of product conflict protection are agreed 
upon, clients shouldn't then enlarge the problem with un- 
fair insistance upon areas of antithetic protection. Sure 
it's true that a psychosomatic pain hurts as much as a 
v al one. but if the antitheleticism is antiseptic to con- 
sumer empathy, then the product shouldn't be on the air. 

As for ratings, v\e all know that thev're over-empha- 
sized, but then, after the philosophical shrug conies the 
statement. "Well, after all. we have to use something,"' or. 
"They'll do until something better comes along.'" Well, 
something better is here, and it's provided bv the same 
ratings services: we mean qualitative dimensions such 
things as nunc, audience composition, number of spots in 
a given show, and the qualitv of editing. 

When it comes to the orbit idea that WNBC-TV pio- 
neered a couple of years ago in the !! p.m. strip and the 
Thursday night vertical, it took a couple < 



The extr; 



. be 



disappearing m\ 
fixed position, 
we talked about 
Part of the pr 
the client's pml 
little that can be 

annov ing but always 
The dcmocratizali 



to catch 
ed he- 

nles were tougher to keep track of. and also 
anse the individual buver worried about a 
iv story of time buying if he couldn't get 
Here's where the value of the open mind 
I conic- in or industry growth goes out. 
ileni could be solv ed 'if we knew more of 
m. Many media agenev people know' i 
f aid here to media salesmen. Our own 
ation are nianv" times 
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i ices is primarily a probler 
nnels such as WXliC-TV an 
■ness. the generative value < 
[>n the responsibility of kuov 



can output of goods and 
of distribution. If key 
to have maximized effee- 1 
>f the open mind must be 
ledge. We in telev ision are 
Hi lent that Iv is the most important device for mm 
nuiunicaliou since Gultcnburg invented bis portable type 
1 13(). \ cooperative curiositv will keep it so. 
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WeeReBeL is 

DAY AND NIGHT 
with 

NIELSEN and ARB 



ONlTOP 



in Georgia's 
2nd MARKET 



In the Nielsen Average Week, Nov-Dec 1960 
WRBL-TV delivered MORE TOTAL 
HOMES than Station B . . . 

• 34 of top 35 once-a-week shows 

• Top 20 'multi-weekly shows 

• 36 of 41 programs in prime 
nighttime, 7:30 to 11 PM 

• 220 of 230 quarter-hours, Monday 
through Friday, strip programs 
from 8:00 AM to 7:30 PM 

• 25 of 28 quarter-hours, 11 PM 
to Midnight 

AND . . . The Two-Week ARB Report, 
November 1960 further confirms that 
WRBL-TV delivers MORE AUDIENCE 
than Station B . . . 

• In 68V£ of the 75 Nighttime Shows seen 
on Columbus Television, 7:30 to 
11:00 PM, Sunday thru Saturday. 

PROOF POSITIVE 

that WRBL-TV dominates this key market, 
and is still, on ALL COUNTS, your 
best buy. 



CALL HOLLINGBERY 

for more information 



: 



X 



COLUMBUS, GEORGIA 




Ckcuote£. 



Affiliated with WRBL and WRBL-FM 
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Tv's product protection problem 

iMlC TV's recent announcement of now rule- providing for 
curtailed product protection on the network has caused all 
.-oil- of eonfii-ion and questions among agencie* and adver- 
tiser- a.- our -lory on page 12 clearly shows. 

W e've confident that sooner or later NBC TV's rather ab- 
strusely worded explanation of the new regulation.- will he 
unscrambled and clarified. 

Hut even when that is done (and we expect ABC TV and 
CBS T\ to announce similar rules) the problem of product 
protection will remain a king-si/e tv headache. 

Hon much protection is fair, right, and reasonable? How 
much i- necessary for effective tv advertising? 

W e don't belies c that any one yet has come up with really 
-olid answer- to these questions, though advertisers and agen- 
cies are generally opposed to cuts in protection provisions, 
and -tation- and networks would like the rules relaxed. 

W e -nggest that the time has come for the industry to sit 
down and formulate a completely fresh, new and realistic 
philosophy on the protection problem — forgetting all past 
practice- and rule- which applied to t\ -a.-it-oncc-was. or. 
going even farther hack, to network radio. 

Let's rethink this troubling question. 

Timebuyers and time salesmen 

Speaking at a recent H I KS Tiinebuying Seminar. John L 
\lcCla ? . general manager. WJ/-TV. Baltimore, made an im- 
portant, but seldom expressed point. 

MeClay believes that radio and tv must been me more and 
more "total communication-" media, lie said. "The people 
of dii- country get most of their information from broadcast- 
ing and thi- will become increasingly true a- time goes on. 
The quality of broadcast information liin.-l increase, the qual- 
ity of broadcast must improve, the broadcast appeal to rea- 
-on must become more common." 

Then he added thi- clincher. 'The speed at which the 
broadcast media become total communications media, may 
depend as much on the timcbuyr and time .salesman as on 
any group in our industry.'* 

We wholh agree. The.-e are the real kev men. < 
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lO-SECOND SPOTS 

Southern exposure: ABC's night- 
time colorcaster. J. Paar, tells about 
the lovely young lady who took a 
daily -unhath on the roof of a Flor- 
ida motel. One day, she decided to 
get some rays on her hack and 
turned over. Fixe minutes later, says 
Paar, the manager was on the roof 
asking her to find a new spot be- 
cause — "you're lying on the dining 
room skylight." 

Booking: This came from CBS Radio 
—"Thomas Hardy's The Mayor of 
Casterbridge. a no\el w ritten in K58 
will be discussed on Imitation to 
Learning. Monday. February 27, 
Ami it's about time! 

Promise her anything: Walter 
Brown of NBC Radio keeps noticing 
an ad for Powdered Arpege in Ins 
Broadway theatre Playbills. The only- 
copy reads— "For after the hath. 
What goes on after that is up to you.'' 

One shot: Capital Cities Broadcast- 
ing hosted 250 timebuyers on a quick 
jaunt to Bermuda via two jets. Many 
were looking forward to bringing 
hack the tax free quart of spirits, but 
found that they were not legally per- 
mitted to do so because they would 
not he on the island for the required 
12 hours. Britain's halm: the gov- 
rnmeni permitted ea< h to take out 
four ounces of booze. 

Wine not: We did better hy our 
British cousins -at least Sy White- 
law of KCBS, San Francisco, did. 
He'd heard that during a recent La- 
hour Part\ meeting, ten members 
consumed a whole case of sherry and 



then ( 
\frica 



KCBS 



I 



iscovered it was from South 
a count rv whose apartheid 
- they'd gone on record 
. Sy contacted party leader 
Gaitskell. who — much to 
surprise- replied, and said 
he'd \erv much like to tr\ California 
sherry that had been offered, The 
shern went to London via the in- 
augural BOAC flight over the pole' 
from San Francisco, and Sy is hop- 
ing for a continuing policy between 
Britain and California of apartheid. 

It figures: WPTB. Albany. \. Y.. 
has a d.j. whose name. Dave Kenier- 
lev. isn't well known. Bill listeners 
to 15 tQ on the dial are just crazy 
about a guy named Juun Fyforo. 
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The big 

newteallK 
in the 

Carolinas 



If you want a big audience at 
low cost per home, concen- 
trate your broadcast schedules 
on Charlotte's WSOC stations. 
WSOC Radio, now 5,000 watts 
at 930 kc, reaches over one 
million people. WSOC-TV, 
serving America's 25th largest 
tv market, is one of the 
nation's great area stations. 
Use them individually or to- 
gether-Charlotte's WSOC 
stations are your best buys in 
the Carolinas. 




